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_ Fight’ Samurai master 
YT HANDS 
The Superior Martial Arts Video Game 
No other karate game can compare A premier fighting game featuring 


with the thrill of SAMURAI offered now realistic sounds and extraordinary 
through Magic Electronics. graphics, SAMURAI makes players feel 
Advancing and attacking, the like they’re actually on the battlefield 
excitement of history’s ancient and thwarting the attack of the Ninja! 
skilled warrior comes to life in 1985’s 
most spectacular video game. 


ELECTRONICS, INC. 


Manufacturer of inexpensive, quality conversions. 


1391 Park Avenue 
Cranston, Rhode Island 02920 
(401) 946-2010 


Exclusive U.S. Distributors 


Complete game and conversion kits available now. 


Mfg. by Gard TAITO AMERICA CORPORATION 
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NEW EXCITING CONVERSION FOR 


YOUR OLD COCKTAIL TABLES 


CHANGE TO _ 
“s Ball Action” P 


The conversion that 


really takes the money! 


CONVERT 

PAC-MAN TABLES NOW 
MAKE THEM LOOK AND PLAY 
LIKE NEW TABLES 


y POVa WAAR AAR. 


KIT INCLUDES ALL NEW GRAPHICS 


AND 2¢8-WAY) JOYSTICKS. 


MANUFACTURER 
Magic Electronics 
1391 Park Ave. 
Cranston, RI 02920 
(401)946-2010 


TOMMY x, GATE 


Designed for 

e Mini Compact Pickups 

e % Ton to 1 Ton Trucks 

_ © Pick-ups and Walk-in Vans 
. © 1 Ton Stake Beds & 

Van Bodies 


Depth 
Model 64 

Platform Fleetside Chevrolet, All GMC 

Fleetside, Ford and Dodge with 64 

to 65 inch opening, International 

wide box 1969 and later. 
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UP FRONT 


Imagination is our product 


“I got a headful of ideas that are driving me insane. It’s a 
shame the way she makes me scrub the floor.” 
—From Maaggie’s Farm by Bob Dylan 


Remember a few years ago when the motion 
picture and record industries were blaming their demise 
on the popularity of video games. Everybody was 
spending their money on Pac-Man and Donkey Kong, 
they said; and nobody had anthing left to buy a record or 
to go to the movies, they said. 

Overnight, the coin-operated amusement indus- 
try became a formidable competitor in the entertainment 
industry. The record industry was flattened. The motion 
picture moguls were worried. 

Ah, yes, those were the good ol’ days. 

Today, we’re still part of the entertainment busi- 
ness, whether we like it or not. With or without private 
pay phones, we’re still in competition with Motown and 
Universal Pictures. And, like the record and motion 
picture companies, we depend not so much on product 
as on ideas for our livelihood. A good game idea is worth 
millions, possibly billions. Creativity, therefore, is an 
integral part of the coin-operated amusement industry, 
in the same way it’s vital to the success of the recording 
and motion picture industries. 

Now, in truth, we realize the real reason the 
recording and motion picture industries were flattened 
during the video game boom years didn’t have so much 
to do with the strength of video games as it did with the 


lack of good creative product coming from those two 
industries. In the same way large manufacturers 


found it easier to blame outside forces than to look 
inward and find the true reason for their company’s 
failure, the recording and motion picture industries 
were unwilling to look inward and see that the reason 
they were failing wasn’t because videos were going 
great but because they were turning out lousy product. 

Quick! Name a hit song from the period of 1977- 
1981. You can’t? Neither can I. But I can name songs 
from earlier, more fertile periods of recording history 
when creativity abounded. And, no doubt, so can you. 

The point is we must recognize that, as an enter- 
tainment industry, we are dependent upon our creators 
for our continued success. But this industry has made a 
weak accounting of itself in this regard. 

Another quick quiz: Name the creator of Space 
Invaders. No, not the licensor, but the man who actually 
invented the game. Give up? Want another? How about 


the creator of Asteroids? or Pac-Man? 

But is there a starving soul even in Ethiopia who 
doesn’t know that Michael Jackson and Lionel Ritchie 
wrote “We Are the World”? 

Could it be we’re ignoring our creative source? 
Or, even worse, don’t even know from whom or what 
that creative fount flows? 

We hear time and again that this industry is 
rehashing old games, that if anybody comes up with a 
new game concept everybody instantly copies it. It’s 
called a bankruptcy of ideas, this inability to create new 
game concepts. 

First, we must recognize we have a problem with 
stimulating new creative product. And, second, do 
something about it; so we can be sure the wellspring of 
ideas doesn’t run dry again. 

It’s one thing to maintain a positive attitude about 
this business. It’s another entirely to rectify problems 
which may be inhibiting our future success. For that 
reason, Play Meter is departing from its usual interview 
format and is presenting a special three-part interview 
with a man who has a very singular view of the industry’s 
creativity crisis. The interviewee, Steve Kirk, contends 
we’re capable of creating better games, not marginally 
better games, not even much better games, but great 
games which would once again rally players around our 
machines. 

The three-part interview is called “Coin-Op’s 
Creative Crisis.” We hope this series will begin to focus 
attention on the industry’s need to open lines of 
creativity. After all, we don’t just rely on imagination. 
We’re in the entertainment business, and that means 
imagination is our product. It’s all we got, short of pool 
tables, jukeboxes, and private pay phones. 

New marketing approaches, like kits and 
systems, may sell games to operators. But only new 
ideas will sell players on the games. 
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Associate Editor 
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CIRCUIT BOARDS manuractugeD By GReyHount AEctRonics 


KINKY KIT and GAME CO. 


2854 A STIRLING ROAD, HOLLY Woop FLORIOA 33020 


305-9235-58 16/ 800-228-0925 


Letters to 


the editor... 


Pool promo 


Is there interest in organized 
pool other than large tournaments? 
Yes. 

With the help of three very 
interested tavern owners, the Tri- 
Country 8-Ball League became a 
reality in February. The league orga- 
nized in the middle of the season, 
understanding that they would not 
qualify for state and national com- 
petition. Yet the league is successful 
nonetheless. 

The Valley National 8-Ball 
League awards program, and year 
round sanction did, in fact, prove to 
be a real asset to the league. The 
league is scheduled to run from 
February to May, a total of 11 weeks. 
Then in October, it will start a full 
season and be eligible for the State 
and National Championships. 

Lewie Hageman 
A. Van Brackel & Sons 
Defiance, Ohio 


Looking for centers 


We are a 22,000 square-foot 
indoor entertainment center featur- 
ing roller skating, 9-hole miniature 
golf, video arcade, dance floor, ten- 
foot video screen, live D.J./V-J., and 
canteen. 

We are trying to locate similar 
centers in Canada and/or United 
States and would like to know if you 
would be able to help us. Any infor- 
mation would be greatly apprecaited. 

(Mrs.) Diana Otteson 
General Manager 

Roxy's 

Fredericton, N.B., Canada 


[Editor's Note: We are not familar 


with any such entertainment centers 
but we will pass on any names we 
may find. If anyone has such infor- 
mation please contact us.]| 
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COINS ~- TOKENS 
MEDALLIONS 


ALUMINUM - BRASS - BRONZE- SILVER - GOLD 


VAN BROOK OF LEXINGTON, INC. 
PO.BOX 5044, LEX.KY. 40505 
(606) 231-7100 


ARCADE GAMES 
SERVICE KITS 


Kits come complete with more than 35 tools selected with the assistance of 
experts in the arcade game industry. Included are such speciality items as a 
DIP/IC inserter and — 


e Inexpensive attache’ 
or zipper case 
e Specialized tool selection 


soldering equip- 
ment and more. 
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For more information or a 
free catalog of tool kits and 
test equipment call or write 
today. 


JENSEN’ TOOLS INC. 


7815 S. 46th St. Phoenix, AZ 85040 (602) 968-6241 


AKE 


Keen | 


PLAY METER takes a BIG LOOK 


AT THE COIN-OP INDUSTRY 
TWICE EVERY MONTH 


SUBSCRIBE TODAY 
504/488-7003 
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DIRECTORY ADDENDUM 


Tear out and insert in Director issue for future reference. 


U.S. Manufacturers 


Cardinal Amusement Products 
507 Stage Road 

P.O. Box 2219 

Auburn, AL 36830 

Phone: 205/826-7056 
Toll-free: 800/421-0667 
President: Fred Byrd 

V.P. Software: Tim Johnson 
V.P. Marketing: Keith Davis 
V.P. Research: Ken Goodman 
Tech. Engineer: Grey Bryant 
Sales Mgr.: Brisbon Skiles 
Artist & Ad. Dir.: Rick Alby 
Product line: conversion kits 


Memetron 

2350 Brickvale Drive 

Oak Grove Village, IL 60007 
Phone: 312/595-2828 

President: Larry Seigel 

Dir. Mktg./ Sales: Joe Kaminkow 
Product line: conversion kits 


Nelson/AVED 

1 Hannabel Lane, Suite 206 

San Ramon, CA 94583 

Phone: 415/820-7377 

President: John S. Nelson 

V.P. Marketing: Mike Hastings 

V.P. Finance: Peter Lee 

Product line: Audix 2000 & 3000 
entertainment system (laser disc video 
Jukebox) 


Status Games 

56 Budney Road 
Newington, CT 06111 
Phone: 203/666-1960 

(new address & phone No.) 


Tehkan 

1801 So. Ardia Maru Lane 
Carson, CA 90746 

Phone: 213/329-5800 
Product line: video games 


Foreign Manufacturers 
and Distributors 


Natmar Holdings Pty. Ltd. 
T/A Leisure & Allied Industries 
35 Sandgate Road 

Brisbane, Queensland 

Australia 4010 

Phone: (07) 262-1033 

Telex: AA 41969 


Product line: video games, laser 
games, pinballs, service and spare 
parts 


Philippine Amusement 

Enterprises, Inc. 

731 Aurora Blvd., Quezon City 
Metro Manila, Philippines 

Phone: (3008) 721-5781 to 87 

Telex: AMUSE | 

President: Cezar P. Corcuera 
Executive V.P.: Walter C. Spakowski 
V.P. Mktg.: John W. Spakowski II 
V.P. Operations: Antonio A. Rafer 
Regional Mgr.: Edilberto A. Antonio 


Serv. Mgr.: Maximiano M. Mariveles | 


Product line: kiddie rides and lease of 
coin-operated phonograph/juke- 
boxes 


U.S. Distributors 


Eastern Distributors Company 

500 North 12th Street 

Philadelphia, PA 19123 

Phone: 215/627-1000 

President: Melvin M. Sonier 
Representing: Rowe, Williams, Data 
East, Rock-Ola can vendors, Sharp, 
Mars Money System, Coinco, Uni- 
versal, Valley, Digital Controls, ICE, 
Idea, Exidy, Merit, Konami, Crown 
Vending, Gametronics 


Hudson Mullin Co. 
4606 Shirley Avenue 
Jacksonville, FL 32210 
Toll-free: 800/874-4311 

800/342-1363 (FL only) 
Representing: UBI, Seeburg, Status 
Games, board and amplifier repair, 
parts and supplies 


Master Vend Amusement Sales 
2400 South Highway 75 
Corsicana, TX 75110 
Phone: 214/872-8477 
President: Leland Cook 
V.P. Sales: Bryon Cook 
Sales: Jerry Stroud 
Service: Steve Green 
Representing: Konami, 
tronics, Dynamo, Cardinal Products, 
Universal 


Monroe Distributing Co. 
5350 State Road 84 

Ft. Lauderdale, FL 33314 
Phone: 305/584-4908 Broward 


SNK Elec- | 


305/947-8059 Dade 
Sales Mgr.: Bill Arden 
Sales: Fred Romero 
Representing: Atari, Bally, Nintendo, 
Dynamo, Merit, American Shuffle- 
board, Arachnid, Data East, Exidy, 
Game Plan, ICE, Konami, Premier, 
Rock-Ola, Status Games, Universal, 
Valley 


T.O.P. Distributing Co., Inc. 

18 Harvard Street 

Rochester, NY 14607 

Phone: 716/244-3100 (Service & Parts) 
1 / 800-222-8671 (Sales) 

President: L. Thomas Tarantelli 

V.P.: Matthew Tarantelli 

Treasurer: Jeffery Tarantelli 

Secretary: Margaret Hanna 

Representing: Hamilton, ICE, Magic, 

Merit, Monroe, Taito, G-Manufac- 


turer Co., Penn-Ray, Konami, See- 


burg, Skee-Ball, Wico, Valley 


Video Ware, Inc. 

600 Clover Street 

Los Angeles, CA 90031 
Phone: 213/225-1337 

Telex: 295379 TABLEVISION 
President: John Hibbs 
Representing: video games 


Support & Supply 


Cummins-Allison Corp. 

6497 Taft 

Hollywood, FL 33024 

Phone: 305/983-2311 

Fred Kohlhepp 

coin and currency handling products, 
coin wrappers, currency counters 


Mobile Record Service Co. 
2716 Penn Avenue 
Pittsburgh, PA 15222 
Toll-free: 800/245-4805 
President: Harvey Campbell 
V.P.: Ted Howell 

7” records for jukeboxes 


Associations 


National Automatic | 
Merchandising Association (NAMA) 
20 North Wacker Drive 

Chicago, IL 60606 

Telephone: 312/346-0370 

(new address & phone No.) 


Illinois video lottery test ends 


A nine month video lottery test 
in Illinois has ended and. all 
machines have been picked up by 
the manufacturer. 

The manufacturer, Bally of 
Chicago, had made promises of $7 
million in profits for the state during 
the original six-month test period. 
Though the video lottery was 
granted a three month extension, 
expectations fell way below the pre- 
dictions. A profit of only $2.5 million 
was reported during the entire test 
period, August 1, 1984 through April 
1985. 

Bally had hoped each machine 
would register at least 1,000 plays 
per week. Instead, machines only 
registered half that amount. 


Bally provided the machines free 
for the test with all profits going to 
the state. However, Bally had no 
guarantee that had the test proved 
successful, it would be hired to 
provide machines. The state would 
have considered competitive bids. 

Video lottery machines had 
been tried in Nebraska beginning 
September 1983, but it was unani- 
mously approved by the legislators 
to halt expansion of video lotteries 
and shelve existing machine by 
January 1985. 

Opponents to video lotteries 
include the Coin Operated Indus- 
tries of Nebraska (COIN), the Illinois 
Coin Machine Operators Asso- 
ciation (ICMOA), and operators all 


over. Ted Nichols president of 
COIN said the games “‘take millions 
out of the economy and produce 
nothing.” A group of legislators in 
Nebraska opposed to the video 
lottery contend the machines are a 
regressive form of taxation, take 
advantage of the poor, siphon 
money to out-of-state gambling 
interst, and present a likelihood of 
political corruption. 

Operators throughout the coun- 
try were irrate about the video 
lotteries invading their locations. 
The machines, though placed in 
locations occupied by amusement 
equipment, would bypass any 
operator involvement and be run 

(continued on next page) 


Venco makes donations 


John Newberry, owner of Venco 
Amusement Company in Bland, 
Virginia is donating all jukebox pro- 
fits from the song, “We Are the 
World,’ to the USA for Africa 
Foundation. 

He first had signs made up for 
each of his location jukeboxes. The 
sign informs the customer of what is 
being done, while, at the same time, 
spurs them to make their contribu- 
tions by playing the song which is 
the first selection on all of Venco’s 
boxes. 

Funds are sent directly to the 
Foundation on behalf of Venco, its 
participating locations, and the 
jukebox players of Bland. 

United Support of Artists for 
Africa (USA for Africa) is a non- 
profit foundation incorporated in 
California. The persons responsible 
for the creation of this effort com- 
prise the board of directors, Harry 
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“WE ARE THE WORLD 
(THE FIRST SELECTION ON THIS JUKE BOX) 
WILL BE DONATED TO RELIEVE 
THE FAMINE IN AFRICA 


This is a joint effort 
between Venco Corp. 
and this establishment 
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Posters Donated By 
COMMERCIAL PRINTING COMPANY 
Wytheville. \V ingania 


Balafonte, Michae! Jackson, Quincy 
Jones, Ken Kragen, Lionel Richie, 
and Kenny Rogers. Martin Rogol, 


executive director, serves aS an ex- 
officio member. USA for Africa has 
also developed an advisory board of 
distinquished experts in the field. 

USA for Africa has determined to 
split donated monies as follows: The 
first 35 percent will go to Africa for 
immediate relief, with a heavy 
emphasis on medical care, medicine 
and vaccines. Another 35 percent 
will go to seeds, fertilizer, farm 
implements and the means to 
generate water supplies. Approxi- 
mately 20 percent will be used to 
create long-term economic devel- 
opment programs. The final 10 per- 
cent will be used to help the hungry 
and homeless in the United States. 

Newberry challenges all jukebox 
owners and operators to make this 
same effort. 

You may contact him at 703/688- 
3346 for further information and 
assistance. * 
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THE 
CALENDAR 


May 30-June 2 
Amusement & Music Operators of 
Texas Convention, Hershey Hotel, 
Corpus Christi, Texas. Contact Don 
McCullough, 512/454-8626 or 
Vancie Todaro, 409/779-8666. 


June 7-8 
California Coin Machine Association 
Annual Convention, Hyatt Regency, 
Monterey, California. Contact John 
Wendt, 916/441-5451. 


June 8-9 
Coin-Operated Industries of 
Nebraska General Meeting, 
Ramada Inn Central, Omaha, 
Nebraska. Contact Ted Nichols, 
402/727-1822. 


June 21-23 
Illinois Coin Machine Operators Asso- 
ciation Annual Meeting, Holiday Inn 
East, Springfield, Illinois. Contact Art 
Seeds, 312/369-2406. 


June 21-23 
Music & Amusement Association, Inc. 
(New York) Annual Convention. 
Contact Ronald Koppelman, 
212/245-7550. 


July 9 
Missouri Coin Machine Council 
Annual Business Meeting, The Gas 
Light Room, Macon, Missouri. Contact 
Art Hunolt, 816/359-3022. 


July 13 
Washington Amusement & Music 
Operators Association Quarterly 
Meeting/Nomination of Officers, 
Thunderbird Motor Inn, Yakima, 
Washington. Contact Yvonne Kline, 
509/457-5891. 


July 19-21 
Minnesota Operators of Music & 
Amusements Annual Summer 
Outing & Seminars, Radisson Arrow- 
wood Resort, Alexandria, Minnesota. 
Contact Hy Sandler, 612/927-6662. 
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(continued from page 9) 
solely by the state. 

ICMOA took a firm stand against 
video lottery machines before the 
games were placed. ‘Our objective 
is to fight the battle and win,” said 
executive director Art Seeds. 

Illinois operators are pleased at 
the results of the first video lottery 
test. Kem Thom, Western Automatic 
Music, said, “We tried to discourage 
our locations but some felt it would 
be a good draw. However, | had 15 
locations that installed video lottery 
machines and only one stuck it out 
until the end of the test. The 


locations that had them removed 
told me that it was a white elephant 
and more trouble than it was 
worth.” 

Just how much was it worth to a 
location? Five percent went to the 
location. Based on the predicted 
1,000 plays per week at $1 per play, 
the location’s take was a mere $50. 
However, according to Thom, one 
of his locations said the machine 
didn’t even make $100 per week. 

Just how this will affect Bally, 
who had invested a large sum into 
this test, is uncertain. No one at Bally 
could be reached for comment. @ 


FCC retains Class A for video 


The Federal Communications 
Commission (FCC) confirmed its 
intention to retain the current Class 
A standard for video games and 
other commercial computing 
devices. 

A recent notice in the Henry Ott 
“FCC Update” newsletter, claiming 
the FCC would eliminate the Class A 
commercial standard in 1985, 
prompted AAMA executive director 
Glenn Braswell to contact the FCC’s 
Washington headquarters for 
comment. 


The Class A compliance pro- 
cedure allows video game manu- 
facturers to verify that all marketed 
electronic amusement machines 
satisfy FCC requirements, while the 
Class B standard involves a lengthy 
FCC testing process of each new 
product before it is distributed. 

After a meeting in June, 1984, 
between coin-op engineers and the 
Atlanta regional FCC director, it was 
agreed that FCC non-compliance 
citations would be coordinated 
jointly by the FCC and AAMA.__@ 


TeleStrategies 


TeleStrategies, a telecommuni- 
cations consulting firm and pub- 
lishers of Pay Phone News, are 
planning a seminar June 3-5 at the 
Hyatt Regency, Crystal City (near 
National airport in Washington 
KC): 

The three day event is designed 
to educate people in the field of 
private coin operated pay phones. 

The first day will consist of a 
tutorial on how to get into the busi- 
ness. Following days’ sessions 
include market outlook for private 
pay phones, perspective on com- 
petitive pay phone opportunities 


plans seminar 


from industry leaders, user/vendor 
perspectives from heavy pay phone 
users, FCC and PUC regulations 
with representatives from each 
group, pay telephone system opera- 
tors perspective, pay phone market- 
ing strategies, and an independent 
pay phone perspective from Bell 
representatives and independent 
phone companies. 


In addition, there will be an 
exhibition showcase featuring equip- 
ment from pay phone manufacturers. 


For more information contact 
TeleStrategies at 703/734-7050. e 
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Crown Vendin 
offers free tria 


Crown Vending of Corona, New 
York, is offering free on a 30-day 
trial basis one Hero in the Castle of 
Doom conversion kit. This kit 
reached Number One on a recent 
Play Meter equipment poll. 

Installation is easy. There is no 
wiring or soldering. You just plug it 
into your Donkey Kong or Donkey 
Kong Jr. board, or send Crown 
Vending your working board for 
free installation. The kit includes 
plexiglass header, die cut plexiglass 
control panel overlay, plug in 


module, and custom chips. 

After 30 days you can return the 
kit or send your check for $319 if you 
decide to keep it. There are no other 
charges or conditions. 

According to Crown Vending 
president Steve Hochman there are 
no stings attached to this offer. “We 
feel the game is a good one and 
want to offer incentive to operators 
to try it,’”’ Hochman said. “I don’t 
think there will be many returned.” 

Contact Crown Vending at 
718/592-7070 to place your order. @ 


Seeburg signs 


Seeburg Phonograph Corpora- 
tion, Chicago, signed an agreement 
whereby Melbourne Juke Box 
Company will be Seeburg’s exclu- 
sive distributor in Australia and New 
Zealand. 

Peter Greenaway, president of 
Milbourne Juke Box Company is 
shown signing letter of agreement 
held by Seeburg’s president Ed 
Blankenbeckler as Mrs. Greenaway 
and Bob Breither, Seeburg’s direc- 
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‘ 


agreement 


tor of marketing, approvingly 
witness the transaction. 


Melbourne Juke Box Company 
was started by Greenaway’s father, 
Max, in 1952. ““We’ve been in this 
business a long time and think we 
know a good thing when we hear it. 
When we heard about Seeburg’s 
Compact Disc plans, we had to be 
on the ground floor,’ Greenaway 
sald. @ 


Nick Risi 


Kiddie Rides 
(UK) Ltd. formed 


Nick Risi and John Hitchcock 
have combined their talents to form 
a new company, Kiddie Rides (UK) 
Ltd. 

The new company was formed to 
manufacture kiddie rides and 
novelty arcade games and to market 
them in the United Kingdom and 
abroad. By next year the company 
plans to have 50 pieces, including 
some new designs and concepts. 

Nick Risi was the former head of 
Model Coin and sales manager for 
Anglo Amusement Industries. John 
Hitchcock is head of Williams 
Amusements in Sussex. 

Kiddie Rides (UK) Ltd. will 
assemble machines licensed from 
foreign manufacturers at Williams 
Amusements. 

Later, after the company moves 
to new headquarters with Williams, 
it will design and produce new 
machines also. 

“We feel strong that there is a 
real need for more novelty 
machines and we shall be aiming to 
meet that need,” said Risi. 

The majority of the company’s 
business will be in the UK and 
Ireland. However, it will also be 
focusing on the United States and 
Canada. e 


We are in the 


entertainment business. 
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AMOA endorses VOCAL 


The Amusement and Music 
Operators Association (AMOA) 
endorses the efforts of VOCAL 
(Video Operators Childrens Alert 
Line), and is encouraging every state 
association to consider adoption of 
this program. A nationwide program 
has been established, and the state 
chapters of the Hide and Seek Foun- 
dation will work closely with associa- 
tions in providing materials (stickers 


On May 18, 1985, an auction of 


Lin Edward Ho 


Age: 20 years 
D.O.B.: July 25 1964 
Hair: Black 

Eyes: Dark Brown 
Height: 5'8” 
Weight: 125 pounds 


Disappeared September 1984 
from Lake Oswego, Oregon 


and posters) for members. 

VOCAL was established three 
years ago by a group of concerned 
operators. They believe strongly 
that, because of their diverse loca- 
tions, more people would become 
aware of children missing and per- 
haps provide information leading to 
recovering a missing child. Positive 
results have been achieved since 
this program began, and AMOA 


VOCAL auction 


used amusement machines will be 


Violet-Marie Underwood 


Age: 9 years 

D.O.B.: March 21, 1976 
Hair: Blond 

Eyes: Brown 

Height: average 
Weight: average 


Disappeared March 23, 1979 
from Eugene, Oregon 


If you have information about either of these children please 


we, 


VeO*eCeAecl 9. 


Volunteers Can Call (503) 232-9293 


Distribu 
eOeCeAelL 

Video Operators Childrens Alert Line 

P.O. Box 14574 

Portiand, OR 97214 


Call: 1-800-235-3535 
ted by: 


and members are proud to have 
participated in this public service 
program. 

If you or your state would like 
more information on how you can 
become involved with the VOCAL 
program, contact your local Hide 
and Seek chapter, or contact Dick 
McNichols of the Skill Game Opera- 
tors Association, P.O. Box 14574, 
Portland, OR 97214. 6 


held in Portland, Oregon to assist 
financing of the Video Operators 
Childrens Alert Line (VOCAL) Pro- 
gram. Operators in Oregon and 
Washington have donated or 
pledged machines which are no 
longer in use on their routes, pins, 
videos, foos, music, or other novel- 
ties (in working order). All dona- 
tions are tax deductible. 

Anyone interested in donating, 
call Chet Thompson of Beaver 
Amusements at 503/243-1232 or 
Dick McNicholas with the Olympic 
Game Co. at 503/232-9293. They will 
help coordinate immediate pickup 
of all donations. Please help make 
this public auction a successful 
attempt to fund VOCAL. 

In March five children were 
recovered with the help of VOCAL 
and Hide and Seek. To date VOCAL 
is active in Oregon, Washington, 
Idaho, and Montana. Recent efforts 
to let all state associations know 
more about VOCAL has brought 
inquiries from all around the U.S. In 
the months to come VOCAL hopes 
to strengthen their numbers and 
efforts to find missing children. 

Remember the five children 
found in March. This could be done 
every month, every week. Distribu- 
tion of posters boosts public aware- 
ness and has a direct impact on the 
recovery of missing children. What 
VOCAL is doing does make a differ- 
ence, just ask the families of the 
missing children who were found! @ 
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IRS ruling repealed 


In response to a deluge of letters 
and phone calls, both the House 
and Senate overwhelmingly voted 
to repeal the IRS rules requiring 
detailed mileage logs for people 
using cars and small trucks in their 
work. 

Senator Russell Long (D., LA) 
stated, “‘l believe the outrage 
expressed by constituents was com- 
pletely justified.” 

A House-Senate conference 
committee must resolve the differ- 
ences between the two bills before 
the legislation is sent to the White 
House for President Reagan’s signa- 
ture. 

However, both bills would 
repeal the ““contemporaneous” log 
of mileage driven on business. The 
Senate added an amendment to the 
bill that would give tax breaks to 
people who use company cars for 
personal business. The provision 
would allow tax-free use of a com- 
pany vehicle if it is used for business 
at least 75 percent of the time. The 
House legislation included a_ tax 


increase to compensate for the 
approximately $300 million in reve- 
nues estimated to be lost over the 
next four years. 

The easing of the tax require- 
ments would be limited to those 
persons such as salespersons, for 
whom an auto is actually required in 
a job, and to those who must bring 
vehicles home so as to be available 
to make service calls. Under current 
IRS regulations, personal use of 
business automobiles is subject to 
taxation. 

If the legislation is signed by 
President Reagan, auto record- 
keeping rules for operators, dis- 
tributors, and manufacturers would 
be the same in 1985 as it was in 1984. 
If asked by IRS, you will still have to 
provide justification that your busi- 
ness-use claims are accurate if the 
vehicle was used part of the time for 
personal use. Congress is still draft- 
ing a new record-keeping bill for 
1986, and there is some probability 
that it would call for some docu- 
mentation. e 


Magic named distributor 
by Taito 


Magic Electronics of Cranston, 
Rhode Island, was selected by Taito 
America to be the exclusive U.S. 
distributors for Samurai. ““We are 
proud to be associated with Taito in 
this venture,” said president Kevin 


Mclntyre.”’ 

Samurai is an attack game 
rivaling anything now in the market- 
place. It has several unique features, 
beautiful graphics, and constant 
action.” % 


AAMA members eligible 
for JAMMA exhibition 


AAMA’s president, Joe Robbins 
of Kitkorp, has completed negotia- 
tions which will allow AAMA mem- 
bers to exhibit in the annual Japanese 
Amusement Machine Manufac- 
turers Association (JAMMA) trade 
show. 
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Previous restrictions required 
five-year membership in JAMMA 
before show exhibition eligibility 
was granted. The new terms, 
Robbins reports, will allow any 
AAMA member to exhibit for a 
$1,000 registration fee. * 


Paul para ri ae a 
Tondelli joins IDEA 


Paul Calamari, vice president of 
marketing for Idea, Sycamore, 
Illinois, celebrated his 48th anniver- 
sary in the coin-op industry on April 
1 by announcing the appointment 
of James (Jim) Tondelli to the posi- 
tion of director of sales. 

Said Calamari, “Jim is, without a 
doubt, my kind of people. He was 
my right arm for five years at Bally 
Pinball Division. | know he’s going 
to make a great Idea person.”’ 

Idea is the manufacturer of 
Century Dartes, Royal Dartes, All- 
American Arts, Century Squire, and 
All- American Sergeant. e 
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Betson appointed 
Rowe distributor 


Betson Pacific San Francisco was 
appointed the exclusive distributor 
for Rowe International products in 
Northern California. To celebrate, a 
two-day open house was held on 
April 11 and 12 for all Northern Cali- 
fornia Operators to view the latest 
Rowe vending and video music 
equipment and other featured pro- 
duct lines. The attendance at this 
showing was excellent. Ted Lloyd, 
Bud Kice, Jim Powers, and Bob Reis 
represented Rowe and were pleased 
with the turnout. 

Will Laurie is enthusiastic about 
handling the Rowe line exclusively. 
He said, “Rowe is the strongest of 
the old line vending companies and 
builds a well designed and reliable 
product. Operators demand quality 
and Rowe products provide it. We 
are confident that the Rowe line will 
enhance our position in the mar- 
ket.” 

Other manufacturers represented 
at the event were Frank Ballouz and 
John Peterson from Nintendo, Mary 
Fujihara from Atari, and Tom Petit 
from Data East. e 


Van Brackel 
holds championship 


The third annual Van Brackel 
Season Championship, sponsored 
by Coors Lite Co., was completed on 
March 30, 1985, in Defiance, Ohio. 

The teams consisted of nine Van 
Brackel men’s leagues. A. Van 
Brackel & Sons, Inc. also sponsored 
a paid position to the Las Vegas 
National tournament for the 
winning team. 

The competition began after a 
formal opening ceremony by Lewie 
Hageman, tournament coordinator. 
The play was fast as the field was 
narrowed to six teams. Play then 
slowed and serious pool took over 
the tournament room. 

The top four finalist were Royal 
Del, Silver Dollar, Mom & Dad’s, 
and Larry’s Ten Pin Tap. ® 
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Bally Banner’s John Margold serves up a 


red hot to Midway’s Steve Blattspieler. 


Atari Adventure’s Steve Wolfson and Todd Fisher 
fight it out on the new Kixx game. 


Open house held at Banner 


On March 22, factory repre- 
sentatives and local Philadelphia 
operators met at the Bally Banner 
facility to see the latest equipment 
available for spring. The hits in- 
cluded Bally Midway’s Demo Derby, 
ICE’s Kixx, and the new Sente cabi- 
Het. 

John Margold, branch manager, 


felt the operators were in the mood 
to buy. “They even wanted machines 
off the floor! Everyone is tired of all 
the doom and gloom and are ready 
to get on with business,” Margold 
noted. 

Those operators who came are 
positive about the industry,’ Mar- 
gold said. ° 
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Powers named director, 
marketing & sales for Sente 


Bernard M. Powers was named 
director, marketing and sales for 
Bally Sente, Inc., asubsidiary of Bally 
Manufacturing Corporation of 
Chicago, Illinois. Bally Sente mar- 
kets the SAC | video game system 
and designs software for the Sente 
Library of Games. In his new posi- 
tion, Powers is responsible for mar- 
keting and sales strategies related to 
development, advertising, pro- 
motion, market research, customer 
relations, and sales analysis. He 
reports to Robert W. Lundquist, 
president, and continues to work 
out of offices in Franklin Park, 
Illinois. 

Powers, 38, joined Bally in 1972 as 
a director of its Operations Division. 
He subsequently held various mar- 
keting, training, and sales positions 
in the company’s distribution and 
Aladdin’s Castle subsidiaries. In 
1978, he was named marketing 
director for the company’s Pinball 
Manufacturing Division. Most 
recently he has been an analyst for 
corporate development and on the 


Bernard M. Powers 


distribution corporate staff. 
Powers, his wife, Judi, and their 
three daughters live in Buffalo 
Grove, Illinois. They are expecting a 
new arrival in September. e 


Kaminkow joins Memetron 


Joe Kaminkow joined Memetron, 
an Elk Grove Village, Illinois, manu- 
facturer, as director of marketing 
and Far East trade. An industry vet- 
eran, Kaminkow most recently was 
the Far East trade and product 
development manager at Williams 
Electronics of Chicago. Kaminkow’s 
successes at Williams included con- 
ceptual creation, design and the 
licensing of Williams’ Space Shuttle 
pinball, Defender pinball, 1942 kit, 
Aeroboto kit, and Playball video. 


Commenting on his new 
position, Kaminkow said, ““Meme- 


tron is the brightest new star in the 
coin-op industry, we intend to 
market some very innovative ideas 
this spring.”” Our newest products 
are the Playmate Escort, an English 
designed wall box designed to 
utilize old jukeboxes, and a bar 
machine called Punch Power. Both 
will be offered direct to operators at 
substantial savings.” 

Kaminkow continued, “With the 
expertise of Memetron president 
Larry Siegel and others associated 
with our organization, the industry 
will soon look toward us for innova- 
tive leadership. co) 
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HighBall 


Ticket Werndor 
Stomper 


The Norton Company, Inc. 
4910 W. Linebaugh Ave., Tampa, FL 33624 
813/962-4012 


Bowler Roller is the perfect 
addition to your gameroom. We 
bring you great games and more. 


Since 1968 we have been developing 
merchandising programs and 
equipment. If you are interested in 
tickets, prizes, redemption centers 
and merchandising methods give us 
a call. 


The makers of Whac-A-Mole 
Manufactured in U.S.A. since 1970 
Bob’s Space Racers, Inc. 
427 15th Street 

Daytona Beach Florida 32017 
904-677-0761 


SPECIAL NOTICE 
purchase your used equipment from 


NEW ORLEANS NOVELTY CO. 


In business for 50 years! 
International reputation for selling the 
finest used videos, flippers, & amusement 
games available anywhere. 


EACH & EVERY GAME BEAUTIFULLY 
REFINISHED LIKE NEW BY EXPERTS 
All games authentic legal factory models 
GET ON OUR MAILING LIST FOR OUR 
LATEST PRICE BULLETINS OR CALL 
Rose, Eddie, or Jean for latest prices 
3030 No. Arnoult Road 
Metairie, LA 70002 * 504/888-3500 


Ed Cebula, engineering manager, is 
shown supervising assembly to insure 
quality standards. 


Production rolls on 
‘Lady Sharpshooter’ 


Game Plan, Inc. of Addison, 
Illinois, commenced production on 
its new pin Lady Sharpshooter. 

The game is available in two 
cabinet styles, a sit-down cocktail 
style variation or, via installation of 
an optional extender base kit, acon- 
sole style cabinet for upright play. 

According to company spokes- 
men Wendell McAdams and Hugh 
Gorman, “This splendid new piece 
was extremely well accepted at ASI 
and we anticipate significant 
volume from Lady Sharpshooter. It 
has location versatility as the flipper 
market continues to reflect sales 
growth.” ® 


The Time Is Now! 


ELECTRONIC DARTS FROM 


ra) 


merit Industries inc. 
215-639-4700 Toll Free 1-800-523-2760 
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Later this year, the National 
Automatic Merchandising Associa- 
tion (NAMA) plans to commission 
an environmental impact study and 
an in depth survey of member com- 
panies’ needs. John M. Darden, III, 
chairman of the NAMA board of 
directors, made the announcement 
at the association’s annual western 
convention in Reno, Nevada, March 
22-24. 

Darden noted that NAMA had 
made an environmental impact 


A 


NAMA plans study 


study in 1968. “I don’t think anyone 
will dispute the fact that the envi- 
ronment in which we operate is 
changing and has changed dramati- 
cally in the last 15 years,’ Darden 
said. ““All of us need to plan for 
changes we can create and those 
that we have no control over. It’s 
those changes over which we have 
no control we need to know more 
about. Since changes create oppor- 
tunities as well as problems, let’s 
make the most of them.” 8 


Reding 


(Left to Right): Walter Sampson, Licensing Division Chief of the Copyright 

Office; the 1948 Rock-Ola model 1428 jukebox; Leo A. Droste, AMOA 

executive vice president; and Bette Lockhard, executive vice president of 
Rock-Ola Manufacturing. 


Library of Congress 
welcomes rare Rock-Ola 


The vintage 1948 Rock-Ola, 
model 1428 jukebox presented by 
David C. Rockola to the Licensing 
Division of the Copyright Office 
settled. into its new home at the 
Library of Congress, Washington, 
D.C: 

A show piece it is—and as ashow 
piece it is being displayed. How- 


ever, though the 1428 has found its 
home, it will occasionally go on tour 
around the nation. 


The permanently attached pre- 
sentation plaque speaks for a proud 
industry, Americas’ jukebox manu- 
facturers, distriburtors, and opera- 
tors. e 
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Industry sponsors Ethiopian fund 


The record industry may have a 
“USA for Africa” campaign to help 
the starving millions in Ethiopia, but 
the coin-op amusement industry is 
coing its part as well. 

Twin Galaxies International 
Scoreboard of Kansas City, Missouri, 
in conjunction with three game 
manufacturers (Cinematronics, Exidy, 
and Data East), is sponsoring a three- 
day African relief fund tournament. 
The charitable promotion, called 
the 1985 Video Game Masters Tour- 
nament, will be held June 28-30. 

The money raised during this 
three-day nationwide event will go 
to aid Ethiopia and the drought- 
stricken nations of Africa through 
CARE, the international relief and 
development agency. 

The special fund is being called 
the CARE/Twin Galaxies African 
Relief Fund. 

The charitable promotion calls 
for a single official arcade in each 
city. The money for CARE is raised in 
numerous ways: (1) An operator 
must pay $300 for joining the pro- 
motion and becoming the city’s 
official arcade site for the three-day 
event; (2) proceeds from a money 
jar placed in the location; (3) the 
three-day proceeds from the three 
designated games in addition to any 
other games the operator selects in 
his location; (4) players could gen- 
erate additional revenue by getting 
pledges from neighbors and friends 
based upon the number of points 
they score on the three tournament 
games; and (5) player registration. 

The three designated games 
which serve as the centerpiece for 
the three-day event are Cinema- 
tronics’ Cerberus, Data East’s Kung 
Fu Master, and Exidy’s Cheyenne. 
The highest scorer nationwide on 
each of these three games will 
receive a free arcade version of that 
game from the factory. 

Additionally, to help promote 
the event to players, Twin Galaxies 
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will open the event as a Guinness 
Book of World Records competition. 
If the highest national scorer on 
each of 90 current video games sur- 
passes the previous record, the 
player, along with his high score, 
will be entered in the next addition 
of the Guinness Book of World 
Records. 

Walter Day, president of Twin 
Galaxies, told Play Meter the brain- 
child of this event was Jolly Backer 
of Data East who said such a pro- 
motion could serve two purposes— 
(1) it could aid a well-deserving 
cause and (2) it could garner strong 
positive publicity for an industry 
hungry for good publicity. 

Day said the CARE/Twin Galaxies 
African Relief Fund had signed up 25 
cities by the end of the Amusement 
Operators Expo (AOE’85), March 31. 

For an arcade to quality, it must 
have at least 35 games from a list of 
90 current video games. Day said the 
arcade which collects the most 
money for the CARE/Twin Galaxies 
African Relief Fund will also win the 
three arcade video games. 

He also said the three manufac- 
turers which donated to the event 
have also donated cash to CARE. 

Those not interested in partici- 
pating in the three-day event but 


who are interested in donating to 
this industrywide charity event 
should make their donations pay- 
able to the CARE/Twin Galaxies 
African Relief Fund, ATTN: Nate 
Adams, Director of Special Events, 
CARE, 660 First Avenue, 5th Floor, 
New York, NY 10016. 

Those interested in participating 
in the event should contact Walter 
Day of Twin Galaxies International 
Scoreboard in Kansas City, Missouri 
at 816/436-5785 or write to him at 
1701 N.E. 69th St., Kansas City, MO 
64118. 

Those cities which are repre- 
sented, according to Day, are as 
follows: Frederick, Maryland; Val- 
dosta, Georgia; Kansas City, Mis- 
souri; Kalamazoo, Michigan; 
Bloomington, Illinois; Honolulu, 
Hawaii; Anchorage, Alaska; Seattle, 
Washington; Hilo, Hawaii; Victoria, 
British Columia; Saramento, Cali- 
fornia; Waikiki, Hawaii; Tulsa, Okla- 
homa; San Diego, California; 
Chicago, Illinois; Orange County, 
California; Wichita, Nebraska; 
Denver, Colorado; Upland, Cali- 
fornia; Dawson Creek, British 
Columbia; North Bergen, New 
Jersey; College Station, Texas, Ewa 
Beach, Hawaii; and Kaupakai, 
Hawall. e 


Rand to move to larger facility 


Rand of Phoenix, Inc. announced 
the acquisition of a new manufac- 
turing facility. 

Purchase of the larger plant was 
necessitated by enormous demand 
for the company’s Tele-Rand pay 
telephone, according to the com- 
pany. The new 100,000 square-foot 
site will allow increased production 
levels to meet rapidly escalating 
requirements. 

Rand reports orders for the Tele- 
Rand pay telephone exceed $41 


million. 

Founder and president Neil 
Rand reported that remodeling 
began immediately in preparation 
for the move, and the transition 
should be completed by July 1985. 

While concentrating on the 
explosive pay telephone market, 
future high-technology develop- 
ment include wireless stereo trans- 
mitters, automated parking atten- 
dants, and home and industrial 
security robots. * 
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AOE 85: 


Seminars Still the Draw 


The strong operator atten- 
dance at the Amusement Operators 
Expo (AOE ’85), March 28-31 at the 
Sheraton New Orleans Hotel, was 
largely attributable to the AOE's 
seminar program, said Carol P. 
Lally, editor and publisher of Play 
Meter, the show's sponsor. 

“A lot of work has gone into 
making the AOE seminar program 
what it is today, the industry's 
largest and most diverse seminar 
program,” she said. “Year after year, 
we've found that the major reason 
operators attend the AOE ts because 
of the seminar package we offer. 
More than the exhibit floor, more 
than the locale, more than the time 
of the year, more than anything 
else—operators come to the AOE 
because they want to learn more. 
And this year that proved to be the 
case again. 

In the past years, Lally said, the 
exhibit floor was the second greatest 
attraction—even last year when 
most of the major manufacturers 


Operators were keenly 
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announced they would boycott the 
AOE so they could start their own 
trade exposition. But this year, she 
added, the show’s location turned 
out to be the second biggest reason 
for the strong operator attendance, 
bypassing even the equipment dis- 
play. 

“New Orleans turned out to be 
the ideal choice,” Lally said. “We had 
a lot of operators from up north who 
said they welcomed the chance to 
visit a warmer climate.” 

The Play Meter editor continued, 
“With all that, you'd think the 
activity on the exhibit floor would be 
down, but the exhibitors are report- 
ing just the opposite. They re telling 
us the AOE was a very strong selling 
show for them, much better than 
what even they expected.” 

She added, “Of course, the 
private pay phones were the big 
draw this year. But operators 
showed a lot of buying interest in 
trivia games and video game 
systems.” 


interested in the seminar program of AOE '85. 


Valerie Cognevich, seminar co- 
ordinator for AOE’85, explained the 
draw of the AOE seminars, “No 
doubt the reason the AOE continues 
to be a strong industry event, even in 
these lean times, is because of its 
strong operator attendance. And 
that’s because the AOE draws upon 
operators, rather than distributors 
and manufacturers, as the experts to 
speak on topics of interest to opera- 
tors. 

“Today's operator,’ she con- 
tinued, “is a lot smarter than some 
people think. When he comes to an 
AOE seminar, he’s not looking for 
pat answers he could have gotten at 
home. He's got questions a manu- 
facturer or distributor really can't 
answer because they’re not out there 
in the streets. The operator realizes 
the only one who can give him this 
information is another operator like 
himself who’s in the same predica- 
ment. 


“This isn’t a knock on manufac- 
distributors,” Cognevich 


turers Of 
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STEER YOUR 
[LOCATION TO 
HIGHER PROFITS 


ONKE 


Y-KONG JR.© games. 
£9 Seu) «Fe = 3=STREET HEAT puts players at the wheel 
oe CSE Soo a powerful police cruiser, accelerating 

and braking through treacherous city 
traffic and winding country roads. The 
player blasts the bad guys’ sleek autos off 
the road and avoids deadly bombs, road- 


side objects and innocent citizens’ white 
Cars. 


Kit includes: 

1-Satellite board 

1-Marquee 

1-Control panel overlay 

1-Steering wheel 

1-Steering wheel mount 
1-Steering wheel decoder 


1-Installation and service 
manual 


SUARDINAL 


AMUSEMENT PRODUCTS 
507 STAGE ROAD, P.O. BOX 221 9, 
AUBURN, ALABAMA 36830 


call your local distributor or call us at CARDINAL AMUSEMENT 
PRODUCTS 1-800-421-0667 in ALABAMA call 826-7056. 
other games from CARDINAL AMUSEMENT PRODUCTS include: BEASTIE FEASTIE (a PAC-MAN® ora 


MS. PAC-MAN® conversion kit.), DRAKTON (a DONKEY-KONG® or a DONKEY-KONG JR. ® conversion 
kit.), THE DEALER and BOARDWALK CASINO. 


CARDINAL AMUSEMENT PRODUCTS is a division of EPOS Corp. 
DONKEY-KONG® and DONKEY-KONG JR.® are trademarks of NINTENDO PAC-MAN® and MS. PAC-MAN are trademarks of BALLY-MIDWAY. 
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THE SMART ENTERTAINER 


PHONE 1-800-523-2760 "Free 
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continued. “It’s simply a fact that 
operators recognize they re going to 
get the information they need from 
operators like themselves, rather 
than from someone else who doesn't 
run a route. No matter how well- 
intentioned a manufacturer or dis- 
tributor might be, he’s just not in the 
position to help operators in this 
regard. 

“AOE has recognized that all 
along,’ she concluded. ‘And that’s 
one of the major reasons operators 
keep coming back to the AOE, 
sometimes even to the surprise of 
some manufacturers and distribu- 
tors. The show is for operators and 
by operators. That makes all the 
difference in the world.” 

The 29 seminar sessions, which 
ranged from technical, business 
management, and promotion ideas 
to topics on such topics as street 
survival and “Stay In or Get Out,” 
drew an average attendance of 25 
attendees per session. 

Curtis Gray, an operator from 
Grand Junction, Colorado, told Play 
Meter, “I came from Colorado and 
spent several hundred dollars in 
addition to the money I spent on the 
seminars. And I went to six semi- 
nars while I was down here. And, 
I'm telling you, any one of the six 
seminars was well worth the trip.” 

Mark Palmieri of East Hanover, 
New Jersey, evaluated a private pay 
phone seminar by pay telephone 
expert George Wood as “very bene- 
ficial. He highlighted some very 
important topics for me. The only 
complaint I have is that it was too 
short.” 

All AOE seminar sessions run 
for two hours. 

Commenting on a seminar con- 
ducted by Todd Erickson, Charles 
Howard of Bryan, Texas, said the 
seminar was ‘very good. It makes 
you think about how you are oper- 
ating your equipment wrong.” 

A Philadelphia operator, Stephen 
Devlin, described the speakers on a 
jukebox seminar as “generally well- 
informed” and said the seminar 
generated “a good give-and-take 
between speakers and participants.” 

The sessions which drew the 
heaviest Operator attendance were 
the sessions on private pay phones. 
In fact, AOE departed slightly from 
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Nathan Bush conducted several technical seminars. 
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Todd Erickson: There is a direct correlation between a game’s 
playing time and its earning level. 
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After a one-year absence, AOE’s most popular technical speaker, 
Randy Fromm, returned for a series of seminars. 
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Dave Madden (left) at a pay phone seminar: “The opportunity is now.” 


AOE ’85 overwhelming, 
says kit seller 


Video Ware, Inc. is offering 
Operators a system with probably 
the largest selection of kits available 
anywhere. John Hibbs, president of 
of the Los Angeles company, 
however, said he does not like the 
word system because it implies you 
are locked into one company’s 
software. “Operators face a problem 
of being able to easily convert old 
games, noted Hibbs. “With our 
kits, the operator can special order a 
cabinet wiring harness that will 
make his game a universally wired 
game. He will never have to fool 
with new wiring on any future kits. 
With this special feature an 
Operator can convert his game in 
only 15 minutes. We demonstrated 
this at the show.” 

With its kits, Video Ware also 
offers custom made control panels. 
“If an operator tells us he is 
changing his Berzerk to Baseball, we 
will make a control panel to fit that 
cabinet,.”’ claimed Hibbs. 

Video Ware offers every kit 
imaginable from Astro Blaster to 
Zaxxon and 180 games in between. 


According to Hibbs all games are 
under license from the appropriate 
parties. “Our prices are more than 
just competitive,’ said Hibbs. “We 
offer more and sell more than just 
about anyone.” 


Video Ware, who calls their 
product “The Forever Kit’’ received 
overwhelming response at the AOE 
show. Hibbs compares the system to 
a jukebox, that can use anyone’s 
records. “Games must be matched to 
a location just like music must be 
tailored to the place,” said Hibbs. 
“Our system ts like a jukebox since it 
will accept anyone's software just as 
a jukebox can use anyone’s records.” 


The cabinet available from 
Video Ware is manufactured by 
Pacific Coast games. “The cabinet 
makes it possible to turn the 
monitor either vertically or hori- 
zontally,’ said Hibbs. “It’s a superior 
cabinet and we are the major 
supplier of software for this 
cabinet.” 


Said Hibbs, “If you have an old 


game and want to use it, come to us.” 
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its planned format to add two addi- 
tional seminars on the subject 
because the demand was so great. 
Never before had AOE added semi- 
nars at such a late date. 

But Lally explained, “Going in, 
we knew private pay phones were 
one of the big draws at this year’s 
show. And in the weeks just before 
the show, we started seeing there 
might be a need to include additional 
sessions. So we made arrangements 
in case we had to. That’s why we 
were able to stage two successful 
follow-up seminars on the topic 
with such short notice.” 

The additional seminars were 
conducted by George Wood of 
Capital Tel, Fairfield, New Jersey, 
and called “Pay Phones for Profit.” 
He dealt with things operators must 
keep in mind before purchasing 
private pay phones. One thing he 
stressed is that operators think out 
the telephone rate structure before 
buying private pay phone equip- 
ment. 

In an earlier session, Dave 
Madden, a San Antonio, Texas, 
operator told operators, “Private 
pay phones are a good thing for 
amusement and vending operators. 
The opportunity is now.” 

He said there has been too much 
concern about long-distance dialing 
by some operators and pointed out 
“about 90 percent of your calls will 
be local calls.” 

Madden ranked as the best loca- 
tions convenience stores (which, he 
said, could generate as much as 
$600-$800 per month), grocery 
stores, then bowling alleys, movie 
theaters, lounges, and restaurants. 

He said 15 states have already 
approved the operation of private 
pay phones and said the first step an 
operator should take is to contact his 
utility commission. Then he warned, 
“Don't destroy this market by offer- 
ing 50 percent because you'll destroy 
yourself and everybody else.” 

Echoing what other telephone 
experts have said, he told operators 
they could start getting long-term 
location commitments even before 
they have the telephones. 

In a seminar entitled “Dollars 
and Sense: Pinball Games,’ Todd 
Erickson, a St. Paul, Minnesota, 
operator, told his audience there is a 
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direct correlation between a pin- 
ball’s replay level and the game's 
earning level. He said the percen- 
tage of replay is the most important 
function on a pinball, just as the 
playing time is the most important 
function on a video game. 

Erickson told operators that 
what was right a few short years ago 
was not right today. Said he, “When 
the games were hot, operators were 
trying to cut down on playing time 
to increase collections. But opera- 
tors today can afford to give the 
player more playing time. 

“Make the game easier if it's too 
hard. As the games begin to take in 
less money, give the players more 
playing time.” 

He told operators that by know- 
ing how to adjust one’s games, an 
Operator can increase his revenue 
10, 20, 30, even 40 percent. “And 
that could be your profit,” he said. 
“If you could increase your route 
collections by 40 percent, would that 
help? Of course it would.” 

Then he used as an example the 
video game Robotron to illustrate 
his reasoning for giving more 
playing time. “Robotron doesn't 
need to be killed,’ he said, “just 
adjusted. If a guy drops a couple of 
hundred bucks into one of your 
games and gets good enough at it, 
don’t begrudge him the extra play- 


PLAY METER, May 1, 1985 


~ 


J ™ 
Re i ~ 


ate pay phone seminars was so great, two additional overflow sessions were 


ing time he’s getting. Allow him the 
chance to play longer.” 

He went on to say operators 
should know which replay levels 
operators are winning at, and these 
should be made more attainable so 
that player: are encouraged to play 
more. 

He said merchandisers in other 
businesses know within the decimal 
point what they’re giving away, but 
people in this industry don’t seem to 
know. 

Erickson said operators have a 
tendancy to keep games at the fac- 
tory settings when, in fact, those 
settings often mean a shorter life for 
the games on location. Because of 
this operator tendency, he said, 
there’s a tremendous amount of 
equipment out in the field that’s not 
set correctly. As a result, Erickson 
stated, games which could have a 
longer street life are dying faster on 
location. 

He said there is no right per- 
centage of replays for a given game 
but used Williams’ Space Shuttle as 
the example to show that factory 
settings are “too lean.” He said 
Space Shuttle, which is the top pin, 
“will die within six months, if you 
leave it at the factory settings.’ He 
said the game was _ percentaged 
below 15 percent replays, and that’s 
counting ten percent replays for 


sae ee 


added. 
matches. The game should be per- 
centaged closer to 25 percent, he 
said, to give the player a chance, an 
incentive to play. 

He then pointed out that he 
learned the second replay level on 
his Williams Split Second pin had 
never been beaten. Again he 
repeated himself, “This is a drastic 
mistake. You've got to let the 
players have a chance.” 

He pointed out other player 
incentives which operators should 
be conscious of which would help 
increase game collections. He said 
many older videos could be made 
more enticing to players if operators 
simply made it a point of resetting 
the high score to date feature when- 
ever possible. He pointed out that 
too many times he sees Asterozds on 
location with several high scores all 
reading 99,990. The incentive is lost 
once a player knows he can’t achieve 
a higher score, he said. 

“Video is not dead,” he said, “not 
if you run it right. I still get almost 
$100 a week on Sea Wolf II, and 
Asteroids can still do well. 

Then he pointed out that opera- 
tors should look at ways of cutting 
down their costs on operating the 
games. He suggested, for example, a 
way of cutting down on the cost of 
replacing light bulbs in pinballs. 
That suggestion: Simply turn off the 
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‘lights at night when no one’s there. 
“It'll increase the lives of your bulbs 
so you won't have to replace them as 
often,” he said. 

Erickson said the profitability of 
the industry is back in the operators’ 
hands. “If the operator says some- 
thing will work,” he said, “it'll work. 
And if you as an operator say some- 
thing won't work, it won’t work.” 
He said an operator should never 
think he doesn’t have enough time 
to adjust his games to make them 
more profitable. 

He departed momentarily from 
his presentation to exhort his audi- 
ence. “We have reached the bottom, 
he told them, ‘and now we're 
starting back up. But now we've got 
to work at it. 

“We operators run the show now,” 
he said. “Manufacturers need us. 
Sure, we need new equipment, and 
an operator will bury himself if he 
doesn’t buy new games—but manu- 
facturers will listen to what the 
operator has to say today.” 

In a seminar on “Street Survival,” 
Jim Mason, an operator from 
Laramie, Wyoming, told operators 
that an operator must place his 
videos at 60/40 if he plans to survive 
today. Pool and foos tables can stay 
at 50/50, he said. 

In plumping for the higher com- 
mission split with his games, Mason 
told operators he took each of his 


location owners out to lunch indi- | 


vidually and sold them on his need 
for a high commission split. He said 
he explained the better arrange- 
ment in terms of faster service for 
the location, better equipment, and 
newer equipment. 

He went on to say, ‘The 
toughest thing we've got to do is to 
get our locations on contracts.” He 
said, “Game revenue is an additive 
for a location, but it is essential for 
us as Operators. For that reason, he 
said, the operator needs a secure 
business agreement, a signed con- 
tract with each of his locations. 

When drawing up the contract, 
Mason said 
apply to changes in ownership 
through sale or succession. Then he 
suggested operators file the contract 
with the local courthouse so that 
there is a lien in case the location 
ownership changes hands. 
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Jeffrey Rosenthal 


“We're back in the moving busi- 
ness, he told operators. “We’re 
back to keeping our machines clean.” 
He said collectors should clean all 
pins weekly and all videos every two 
to four weeks. He added that opera- 
tors should not put “Out of Order’”’ 
signs on games that are down. 
Instead, he said, operators should 
simply have the game unplugged 
and tell people the game is out for 
Service. 

He suggested that operators get 
the location involved in insuring the 
equipment in his location. Mason 
said insurance is too high for opera- 
tors because someone other than 
the operator is responsible for the 
equipment. One approach Mason 
suggested is that the operator and 
location owner agree to take the 
insurance off the top of the 
machine's collections, thus making 
the insurance bite less costly and 
having the location owner insure 
the equipment under his protection 
plan. 

In a session called “Tax and 
Accounting for the Operator,’ New 
Jersey operator/accountant Jeffrey 
Rosenthal told operators that, if 
they pay a location $600 or more a 
year in machine collections, they 
have to file a Form 1099 with the 
Internal Revenue Service, under the 
new tax codes. 

Rosenthal complained that this 
placed the operator in an awkward 
position with regard to his locations 


and added, “We are at war with the 
tax code.” 

The New Jersey speaker also 
talked about the tax considerations 
of game trading, income shifting, 
corporation tax considerations, and 
depreciation/investment tax credit. 

A seminar entitled ‘‘Video 
Lotteries and the Coin-op Industry,” 
conducted by Digital Controls’ Mike 
Shaw and featuring a presentation 
by Bally Scientific president Dan 
Bower drew a sparse crowd. 

The Sunday morning session 
had had a large pre-registration 
among operators in the wake of the 
looming threat video lottery ma- 
chines present for amusement 
operators. But the early morning 
session apparently discouraged 
some late-risers from attending. 

Shaw summed up the two main 
questions operators wanted ans- 
wered this way: “Does the video 
lottery affect operators earnings? 
Yes. Will the operator be able to get 
involved? No.” 

Shaw said the video lottery is in 
direct competition for the arcade 
dollar. He said it was a case of the 
state and large corporations com- . 
peting against small businesses (i.e. 
operators) for discretionary income. 

He talked, first, about the video 
lottery test in Nebraska and said 
video lotteries hurt arcade game 
collections there by as much as 90 
percent. Pool and music collections, 
he said, registered unaccountable 
increases, but Shaw continued by 
saying locations were using their 
share of the revenue to buy their 
own tables and jukes. 

Shaw said, “It doesn’t look like 
the operator will have any part in 
the lottery.” He said Nebraska’s 
video lottery, which was operated by 
independent operators, is too 
fraught with politics so that only 
operators with political ties are able 
to take advantage of the lottery. 

He said the trend in video 
lotteries appears to be toward on- 
line video lottery systems such as the 
one Bally was testing in Ilinois from 
August through April of this year. 
An on-line video lottery has cen- 
trally-controlled payouts. “And that 
cuts out the operator entirely,’ Shaw 
said. 

Bally's Bower said the three 
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major concerns of Bally when they 
institute a video lottery in a state is 
(1) whether such a system is techni- 
cally sound (1.e. it affords complete 
accountability and control), (2) 
whether it is politically viable, and 
(3) whether people will play the 
machines. 

To entice people to play the 
machines, Bally has instituted video 
game facades which the player must 
play through before reaching a 
determination about his lottery 
chance. 

Bower said that when Bally 
improved the quality of its games in 
the Illinois test its games revenues 
increased 57 percent. 

He said, “A number of politicans 
and legislators are interested but are 


expressing political concerns about 
the video lottery. When a legislator 
thinks of a video lottery, he thinks in 
terms of a gray area machine or a 
slot machine. Then, when they see 
these machines [ with the games], it 
softens their attitudes.” 

Bower said Bally soft-stepped its 
way through the first few months of 
the video lottery test so as not to 
enrage the public about the wide- 
spread gambling nature of the 
games, although he insisted the 
games were not gambling. 

In later months of the Illinois 
test, Bower said, Bally and Illinois 


became more brazenly supportive of 


the video lottery, advertising it with 
numerous promotional gimmicks. 


He concluded, “The Illinois test 


has accomplished all its objectives. It 
has accomplished its objectives of 
being technically sound, politically 
viable, and something the people 
will play.” 

He further countered that 
Bally's on-line, single-operator 
approach to the video lottery did not 
hurt video game collections by 90 
percent as it reportedly did in 
Nebraska. 

But Shaw countered that the 
operators games were still nega- 
tively affected. 

Bower told operators, “I think 
the video lottery is something that’s 
coming in. State people are coming 
to check on the video lottery, includ- 
ing the attorneys general of states 
that don’t even have lotteries.” @ 


Alliance formed 
to get operator feedback 


Saying there are some serious 
problems about operator/manufac- 
turer attitudes and that he wants to 
intercede on behalf of operators, the 
president of Wildcat Chemical Com- 
pany in Fort Worth, Texas, Joe 
Peters, called a special meeting to 
allow operators, distributors, and 
manufacturers to air their grievances 
in a forum that would yield a posi- 
tive industry direction. 

The special meeting, entitled 
“Operator/Manufacturer Alliance,” 
drew a crowd of more than 250 
industry people at the Amusement 
Operators Expo (AOE ’85), March 
30 at the Sheraton New Orleans 
Hotel. And, although many left the 
meeting confused whether the 
meeting yielded any positive results 
at all, Peters insisted that it had and 
that he was embarking immediately 
on a nationwide campaign to open a 
new communication link between 
operators and manufacturers. 

Peters said he would be insti- 
tuting a toll-free number for opera- 
tors to call where they could ask 
specific questions or make sugges- 
tions of manufacturers and receive 
specific responses from _partici- 
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Joe Peters 
Wildcat Chemical Company 


pating manufacturers in the pro- 
posed Alliance. The Wildcat Chemi- 
cal executive told Play Meter he was 
enlisting the participation of manu- 
facturers who would pay an initiation 


fee for the program. Peters said a 
number of companies have already 
expressed interest in the program, 
including Williams Electronics, 
Bally/Sente, Exidy, ICE, and Dynamo. 

Further, Peters said he would 
canvass the state association trade 
shows and distributorships trying to 
sign up operators to the Alliance at 
no cost. “From this list,” he told Play 
Meter, “we'll develop a nucleus of 
Operators supporting the Alliance.” 

Peters said that there were 
indications a lot of the communi- 
cation between operators and manu- 
facturers was being “absorbed” by 
distributors. He said both operators 
and manufacturers were supportive 
of such a communication line, but 
Peters insisted such an Alliance 
would not be a challenge to the stan- 
dard distributor lines but act only as 
an adjunct to them. 

He said the 11-question ques- 
tionnaire which operators filled out 
at the special meeting showed that 
Operators were very supportive of 
any kind of communication link 
with manufacturers. “I think we’ve 
only touched the tip of the iceberg,” 
he said. “The operators I've talked to 
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are behind this. They have the 
feeling they can’t get through to the 
factories.” 

The 11 questions dealt with 
availability of parts, delivery time, 
game designs, kits, standardization, 
among specific questions on game 
ideas and types which operators 
would like manufacturers to make. 

Peters prefaced the March 30 
meeting by saying, “No factory is 
going to make it today without 
Operator support. Those of us who 
are married have had communi- 
cation problems at one time or 
another, and it’s no different with 
this industry. Presently, this indus- 
try is very fragmented, but we are 
married together nevertheless. We 
have to realize what we have here 
are serious communication pro- 
blems. That's why it’s necessary we 
open these lines of communication.” 

Others on Peters’s Operator / 
Manufacturer Alliance included a 
northern operator, a southern dis- 
tributor, and three factory represen- 
tatives from Williams Electronics. 

The operator on the panel, Todd 
Erickson of St. Paul, Minnesota, 
who also spoke at several AOE ’85 
seminars, said the industry needed a 
common bookkeeping system in all 
the games. 

A Florida operator, Manley Law- 
son, echoed this sentiment later in 
the evening when he said, “The 
Alliance could probably help us with 
standardization.’ Lawson pointed 
out how each manufacturer builds 
completely different bookkeeping 
functions into their games. “It’s like 
the manufacturers looked at each 
other and asked how they could 
make their system different,’ he 
said. “It seems by sheer chance they 
could have been closer together.” 

But the major complaints which 
kept surfacing during the free- 
wheeling session centered on the 
distributors’ role in the industry. 

After one operator said he 
bought games outside his territory 
because his distributor charged 
more for the games than someone 
else, a New Orleans distributor 


stood up and argued against the 
whole idea of an Alliance, saying the 
standard channels of manufacturer 
to distributor to operator was the 
best way. Then he added, “The 
Operator is not supporting the dis- 
tributor in his area. Operators are 
going outside their territories to buy 
equipment. Everybody has a duty to 
comply with his distributor net- 
work.” 

A northern distributor said 
Operators must learn to trust their 
distributors. “If you've got no trust 
in your distributor,” he said, “we'll 
never get this industry back together 
again.” 

But another operator then com- 
plained about how factories suddenly 
raise prices after they know they 
have a hit game. He referred 
pointedly to Williams Electronics 
which he said raised the price by 
$200 on Space Shuttle. When 
Williams’ marketing representative 
Joe Dillon asked where he got his 
information on the price increase, 
the operator said it was from his dis- 
tributor who charged him an addi- 
tional $200. Dillon then told a sur- 
prised audience that Williams did 
not raise the price on Space Shuttle 
from the time it was introduced. 

Another operator complained 
that he didn’t feel he should buy 
from distributors in his territory 
because they were competing 
against him in the operating busi- 
ness. 

But still another distributor 
defended that practice of operating 
as allowing for the testing of games 
and added, ‘Based upon the lack of 
business in recent months, many 
distributors would be out of busi- 
ness if they didn’t also operate 
today.” 

Distributors, in turn, argued for 
the need of exclusive distributor- 
ship, but manufacturers said often- 


times a distributor would not: 


aggressively push the company’s 
product, thereby earning exclusivity. 

When still another manufac- 
turer asked for more open lines of 
communication between operators 


and manufacturers, one operator 
shot back angrily on the volatile 
subject of the two spring trade 
shows. Said he, “It’s not fair to us 
Operators that the manufacturers 
are not at this show. We the opera- 
tors paid for this show, but where 
are the manufacturers? 

“How can you [manufacturers | 
talk to us if you're not here?” he con- 
tinued. “You say you want to open 
lines of communication, and that’s 
great. But where is the Williams 
Electronics booth upstairs? Where 
is Bally and a lot of other manufac- 
turers? I'll say this for Atari and 
Nintendo, at least they’re here. But 
where are the rest of the manufac- 
turers? 

“The whole thing with the 
manufacturers having their own 
trade show and the operators their 
own trade show,” he concluded, “is 
not helping us open up lines of com- 
munication. And we need industry 
unity now more than ever before. 
The operators are here, not in 
Chicago at the ASI.” 

The predicament manufacturers 


are in was probably best shown 


when Dillon of Williams expressed 
dismay over lack of operator interest 
in factory product. He asked a silent 
audience, “What are the trends? The 
market is not easy to read. What is 
the direction? The trends? We need 
help reading the market. What pro- 
ducts do you want to see six months 
from now.” 

Whether the Alliance generates 
positive results for the industry in 
opening lines of communication 
between the operators who are on 
the streets and the manufacturers 
who are in their factories, the 
clearest message that emanated was 
that operator feedback was essential 
for the industry's survival. Manu- 
facturers weren't just open for it, 
they were pleading for it. 

As one operator noted before 
the session even took place, “This 
whole meeting is about one thing. 
The operator is back in control. We 
got the hammer, and that’s the way 
it should be.” e 


We are 1n the entertainment business. 
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We are in the entertainment industry. 

Like the record, motion picture, television, and 
publishing industries—we are an industry which 
depends upon creators to give us an entertainment 
package the public will buy. 

Presently, however, the coin-operated amuse- 
ment industry 1s wallowing in a low tide of creativity. 
While collections have improved somewhat in recent 
weeks and operators have stepped up their new equip- 
ment purchases, alot of that buying is mere updating 
because the equipment out in the field is two years old 
and 1s falling apart. That doesn’t speak well for the 
current crop of equipment. It’s winning by default. 
The new games still do not demand that operators buy 
them. They don’t represent much in the way of a 
creative progression for this industry. 

Operators and distributors recognize this 
when they continue to describe the current crop of 
games as mere rehashes of previous efforts. Slightly 
better, yes, but rehashes all the same. And manufac- 
turers, unable to offer perceptibly new and exciting 
product, have focused their efforts instead on 
marketing, on re-packaging their games as kits or 
systems. 

Of course, there’s nothing wrong with this 
marketing approach. It’s been needed for a long time. 
But the whole approach seems to havea fatalistic tone 
about it which says, “Since we can’t seem to make 
better games, we'll give you a better deal if you buy.” 
Or, to put it another way, “Since I don’t have Straw- 
berry Delight, I'll give you a good deal on vanilla.” 

That’s defeatism. That’s negativity. To accept 
a lower station in life. 

Where 1s the imagination which once sparked 
this industry to new heights? Whither goes our 
creativity? 

For the answer, Play Meter interviewed game 
enthustast extraordinaire, Steve Kirk. Longtime 
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COIN-OP’S 
i CREATIVE CRISIS: 


! ie A three-part interview 


with Steve Kirk 


PART I 


readers of Play Meter are no doubt familiar with this 
individual who has twice before been interviewed 
within these pages. A designer of a number of pinball 
games who has authored a book on pinball, Kirk is 
familiar with the inner workings of the research and 
development departments of the Chicago manufac- 
turers, having worked at one time or another in most 
of them. Kirk, who can be reached at P.O. Box 496, 
Park Ridge, Illinois 60068, 1s planning a game manu- 
facturing venture in this industry which, he says, will 
reverse a lot of industry’s approaches to game 
creation. 

In the first of three parts, Kirk explains how the 
industry has an indentity problem as far as even 
recognizing who 1s the creator and how the industry 
routinely stifles creativity by placing restrictions on 
designers. 


PLAY METER: We hear all the time that today’s 
games are mere rehashes of yesterday's games, that 
this industry has lost its spark of creativity, of imagi- 
nation. As someone who has spent most of his adult 
life in the creative end of this business, do you perceive 
a basic flaw in our creative process? Is there some 
intrinsic reason why this industry can’t come up with 
new ideas when creative industries all around us are 
having no problems at all? 

KIRK: The main problem is most creative people in 
this industry are not in a position to do anything. I get 
very down on the premise that upper management 
never goes to the arcade and doesn’t play the games in 
the street, yet they’re dictating what goes out the door. 
They really have no idea what the needs of the playing 
public are or what are the results of what they’re 
doing. And test results are meaningless because you 
really don’t know how the games are being run on 
location. 
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PLAY METER: So you're saying the game makers 
have lost touch with the playing public? 


KIRK: More than that, I’m saying the manufac- 
turers have stifled creativity. They have put too many 
restrictions on the creative process. The manufac- 
turers are reluctant to be creative and innovative, 
unless it fits within rigid guidelines. And that limits 
creativity. 

When manufacturers realized things weren't 
going as they once had, they sat around and asked why. 
To paraphrase Kennedy, they should have been 
looking at things that have never been and asking why 
not. You see, they’re just so limited in their view- 
points that they haven't looked beyond. They don’t 
seem to have any faith in the business itself. They 
really have not been innovative and far-sighted 
enough to create trends but simply to follow trends. 


As long as I’ve been in this business, the manu- 
facturers have not been able to discern what makes 
certain games a success and other games failures. So 
they've basically set out to duplicate the games that 
hit, and that means we've had a market of clones and 
no originality. 


PLAY METER: Is that why we see this redundancy 
in games today? 

KIRK: As far as video games are concerned,most of 
the games are invented by programmers. And the 
ideas of programmers are usually relative to their 
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experience playing other video games. In other words, 
they play a video game, and they get an idea from that. 
And so they tend to copy things they like. 

You have to realize these programmers have 
spent most of their time acquiring the skills to pro- 
gram and really have spent little or no time learning 
how to be a game designer. So the assumption this 
industry makes, that one is a game designer because 
he’s a programmer and has an idea, is not valid. Every- 
body has ideas, but the ability to take an idea that 
appeals to the mass marketplace and introduce it at 
the right time is a whole different story. All the pro- 
grammers I’ve ever met have this fantasy in their 
heads that they’re going to strike it rich on their own, 
that they're going to make the next Pac-Man and 
make a whole bunch of money. 


PLAY METER: So you seem to be saying that, as an 
industry, we have a problem even recognizing who is 
our creative force? That we think it’s programmers, 
but really programmers aren't the best game 
designers? 

KIRK: Seldom in this industry has a game been 
made that had its origins outside the programmers. 
And that’s a large part of your problem. I’ve spent an 
entire lifetime studying games and the people who 
play them. I know how to design and market a game, 
but I can’t program anything. As a result, I've never 
had the opportunity to make a video game. Simply 
because I don’t program, that doesn’t mean I don’t 
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have a good game in my head. We're talking about a 
theoretical point here. The game in my head could be a 
total failure, true, but the point is we think a game 
designer has to be someone who can program. I can 
have a couple of decent games in my head, but if I’m 
not a programmer, they stay there. Maybe I’m not 
even particularly interested in becoming a program- 
mer because, if I have to burden myself down with 
what I consider to be strictly bookwork, maybe Ill lose 
my creativity. If I'm a game creator, I may not want to 
spend my energies changing colors on the screen or 
making neat little drawings. That’s not where it’s at 
for me. I may want to spend my time being creative, 
thinking up new game ideas, not just fooling around 
with the computer. 


PLAY METER: So this myth, that the programmer 
is a game designer, is a big reason we end up with 
rehashed games. But isn’t there the opportunity for 
game designers and programmers to join heads, if 
that’s the case? 

KIRK: The programmer feels he doesn’t need any- 
body else. I can think of a couple of programmers in 
particular who made some incredible graphics and 
had brilliant capabilities, but they couldn’t design a 
game for anything because they had no idea at all as to 
what is appealing. 

You have to remember a programmer's 
knowledge of game design is based strictly on his 
experience of playing other people’s games. That 
doesn’t mean there aren’t some people out there who 
don’t combine the two. Eugene Jarvis comes to mind 
as someone who has the capability of being both a 
brilliant game designer and programmer. But those 
people are few and far between. There should be more 
people like that who can do both, but there just isn’t. 
Most of the programmers I know have game ideas, but 
they don’t know how to refine those game ideas. And 
it’s that refinement which makes or breaks a game. 
People sometimes may have a very brilliant basic 
concept, but it’s the execution of those concepts that 
makes or breaks the game. It would be like saying, “I 
have an idea for a game about robots.” So what? That 
could be a Berzerk or a Robotron. They were both 
decent games, but they were completely different. The 
execution of the basic idea is what makes or breaks the 
game. 


PLAY METER: If programmers are not the real 
creative force in this industry, would you say the 
manufacturers can attract real creative talent? 
KIRK: That’s been one of the problems on the 
manufacturing level, attracting the designer, the 
person who comes up with a good conceptual game 
idea. With only a few exceptions, none of the video 
game manufacturers that I’m aware of have made 
other than minor efforts towards combining the game 
concepts people with the programmers. And, until 
that happens, you're going to find the level of new 
creativity in this industry will always be limited by the 
programmer. 


PLAY METER, May 1, 1985 


without taking a bath. 


With the VS.System from 
o sweat. 


tag ase 
ye" a 
; oe teal ‘ Joe. 
iS oe. ae ate : 


i, ed 5 ie 
one f Hey 
gas. ec Nee aS Mee 
a a : 


ene 


The VS.DualSystem 


— 


al 


Making money is easy with the VS. System 
from Nintendo. Because it allows you to rotate 
any of the growing library of tresh, new 
VS-Pak™ games among your VS. System cabi- 
nets—for a fraction of the regular cost. That 
means youll always have an inexpensive way to 
create high-earning excitement with the world's 
leading video game system. 

With our many cabinet options—and our 
expanding library of popular VS-Pak games that 
go in them—the VS. System from Nintendo ts 
unmatched for inexpensive conversions, flexibil- 
ity and convenience— and the maximum return 
on your investment. 


cow 


4 is ; iS) es rad 34 > ; 
i, SR, ee 
dees 3 Rai 5 ‘ 


: 
Rp oe 


Saat 


Think twice: Double your profits with 
the VS.DualSystem 


The best buy on the video game market 
today. The VS. DualSystem is a single cabinet with 
two monitors— and two cashboxes— allowing 
up to four players to play at once. The VS. Dual- 
Systems screens can work independently as two 
separate games that you can mix and match trom 
the VS-Pak library to suit your location. Or with 
our unique interactive games, like VS. Tennis™ or 
VS. Baseball™ each player views the action trom 
their own vantage point on their own screen. 


Nintendo, making 


ARERR 


@1985 NINTENDO 


CREDIT oe 


The VS.UniSystem's singular advantage: 


—and the quality and convenience of Nintendos 
proven sottware library. 


The VS.System in a single-monitor cabinet 


All the flexibility of the VS. System in a 
space-saving, money-saving cabinet. The 


The VS.UniSystem Kit 
Turning old winners into new winners: 


it Pete Gaeees Be 
VS. UniSystem is compatible with all the 
popular VS-Pak games (except interactive 
games). This ideal single-monitor system offers 
the widest range of inexpensive games available 


> A mle: 


Putting new life and new earning power 
into your Donkey Kong™ Donkey Kong Jr.™ 
Popeye** Mario Bros™ (narrow cabinet only) 
and Donkey Kong™3 games is easy with the 
VS. UniSystem Kit. You get all the hardware you 
need to convert your older Nintendo games into 
VS. UniSystems. Then just pick a game from 
the VS-Pak library and update your new 
VS. UniSystem whenever you want a change— 


in less than 20 minutes. 
* ©King Features Syndicate, Inc. 


The VS.-Pak library 
of proven best-sellers. 


With a VS-Pak you get everything you need to make a game change in your VS. Systems at a very low price. Each 
VS -Pak includes a new software set, name plate and instructions. 
And all VS-Pak games are location-tested — to make sure that your VS. Systems from Nintendo never stop earning. 


e : ° 
VS.Golf™ — $295 


NUD 


Ae - EN o \ 
VS.Duck Hunt™** VS.Nintendo 500 VS.Motocross™— $295 VS.Raid on Bungling Bay*** 
— $295 — $295 (Summer '85) (Summer '85) — $295 (Summer '85) 
VS.Soccer™ — $295 VS. Helifighter™ — $295 VS.Football™ — $295 More great games 
(Summer '85) (Summer '85) (Fall '85) to come! 
Nintendo 
Suggested operator prices. ***©1984 Will Wright 
*|nteractive game — uses both screens (VS. DualSystem only). pw Aw ©1985 Nintendo 
**Requires gun attachment at additional cost. Licensed from Broderbund” Broderbund Software 


Nintendo of America, Inc., RO.Box 957, Redmond, WA 98052. = (206) 882-2040 


PLAY METER: What are some of the things that 
have to be changed to attract real creative talent in this 
business? 

KIRK: First of all, and I may be alone in this, but the 
R&D structure of most game companies ts not con- 
ducive to creative design. For myself personally, this is 
one of the reasons I’ve found it difficult to work within 
this industry because manufacturers, who themselves 
are not creative people, have pre-conceived notions of 
what is a creative environment. In my own case, for 
instance, my idea of what is a creative environment 
may be 5,000 degrees different from theirs. 


I don't subscribe to the theory that you sign in 
at 9 a.m. and leave at 5 p.m. If I get an idea at three in 
the morning, I want to work on it at three in the 
morning. And I don’t want to have to take a 15-mile 
trip down to the factory. I want to work on it now. And 
if | want to work on it for 24 hours straight, I want to 
work on it for 24 hours straight because that’s when 
my creative juice are flowing. 


If I ever get my own manufacturing company, 
and that’s the area I'm moving in, I'll planon having a 
creative environment which ts substantially different 
from what we have now. I know a lot of high-tech 
companies in California, for instance, which have 
realized the need for creative environments. The 
game manufacturers just have not moved into that 
area. There’s been some movement, but it’s still a 
fairly rigid structure. 

Also, they have a very conservative attitude 
about what is acceptable and not acceptable. The 
manufacturers in this industry are saying, in effect, be 
creative, but do it within these guidelines. And that’s a 
contradiction. There should be no design parameters 
of a game. If it’s fun and makes money in the cashbox, 
that’s the bottom line. 


PLAY METER: You're talking in terms of design 
restrictions which stifle creativity. Could you be more 
specific in how this limits creativity ? 

KIRK: One of the aggravations I had when I made 
my pinball game, Stars, was that it had only one pop 
bumper. When I presented the game, they said it was a 
nice game, but that I had to put in another pop 
bumper, that you can’t have a game with just one pop 
bumper. So I asked why can’t I have a game with just 
one pop bumper. And they said there had never been 
one that was a successful game. People don't like it, 
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they said. And I said if people didn’t like the games 
that had only one pop bumper that wasn’t because the 
game had one pop bumper but, rather, because those 
games must not have been good games. And it took 
literally a month of arguing the point to convince 
them of the merits of making a game with just one 
pop bumper. They did not want to do it. They were 
convinced that it could not possibly succeed. 

This is the kind of confinement of creative 
thinking which drives us designers nuts. If you want to 
do something, you have to argue for it. I had to fight 
for everything I ever did on a game. I had to fight for 
the tripping drop targets and for colored lights on the 
field. The prevailing mentality is to nickel and dime 
the game everywhere you can. But, if you keep doing 
that, you end up taking away from the game. 

I remember when J was working for Gottlieb 
many years ago, we had a game that had four flippers 
on the bottom. And a big operator came in from 
Germany. He didn’t even play the game; he just 
looked at it and said, “Four flippers on the bottom? 
That's stupid. Change it to the way it’s supposed to be, 
and I'll buy a thousand.” 

I’m not saying that happens often, but it’s hard 
for anyone to deal with that kind of pressure. What | 
want to point out is the people who assess the merits 
of the game oftentimes don't understand the integrity 
of the game. For example, it’s almost impossible to 
make a pinball with a different bottom from the con- 
ventional bottom because nobody in the factory will 
accept it. If you look at all the games that have ever 
been made, you'll see they're all very minor variations 
of the same return lane bottom. That's been the 
dominant bottom all along. The same thing with a 
runoff bonus. You can’t make a game without a runoff 
bonus at the end of the ball; the manufacturers won't 
stand for it. That kind of restrictive thinking frus- 
trates designers. It makes it very difficult to make the 
kind of game you want. 


PLAY METER: So you'd say the restrictions placed 
on pinball are more limiting than those placed on 
videos? 

KIRK: In a video game, if you want to create an 
enemy that looks like an upside down bathroom sink, 
you can do it. There’s no limitation on the aesthetics 
or the rules. But, when you make a pinball game, they 
want you to make it by certain rules, and they want you 
to use certain parts. So you're limited because you re 
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given these components to work with, and you're not 
to alter from that. If you want a drop target that looks 
a little different, you’ve got a problem. 


PLAY METER: Why is this restrictiveness so much 
more pronounced with pinball? Financial con- 
siderations? 

KIRK: Yes, from a financial point of view, they're 
trying to limit the number of components. With fewer 
components, the pinball becomes more profitable to 
build. For example, almost every single pingame 
manufacturer will argue that you can make a game 
with stationary targets in place of drop targets and it 
won't be significantly different in play appeal to the 
player. I’m not saying you can’t make a good game 
with stationary targets, but to go so far as to say 
they're the same isn’t true. There is an appeal in 
hitting down a drop target that you don't have with a 
stationary target. 

True, it hasn't hurt certain games, but that 
doesn't make the appeal any less. The original 
Firepower, for example, has drop targets across the 
middle. But Williams pulled them out because it 
would cost somewhere between $10 to $12 a game. 
And they put in stationary targets, and it didn't hurt 
the game at all. But if you've ever played the game 
with drop targets, you'll see it’s a much neater game 
that way. The manufacturer's premise here was that if 
the player has never seen the game with drop targets 
he won't miss them. And there’s a certain validity to 


that. But, still, you can nickel and dime a game to 
death. 


PLAY METER: And all this, you contend, frustrates 
designers from making better games? 
KIRK: I have several friends who are also designers, 
and they too have expressed this same frustration to 
me. They say they wish they could be allowed to make 
the games they want to make, but that they aren't 
allowed to. As long as I've been in this business, there 
have always been restrictions placed on the creativity, 
on what you can make. 

Years ago when I worked for Gottlieb, it came 
down to silly things like a game could have only 69 
coils. If it had 70, you had to change the rules. They 
wouldn't take it because they had put in that arbitrary 
upper limit. You have the same problem with two 
other pinballs I designed, Nive Ball and Meteor. Both 
those games used almost every single light driver we 
had because there's a limit of 60 lights. What that 
means is, if you want to do something, you can't. 

The same thing with solenoid drivers. There’s 
a limited number of solenoid drivers. So you can’t do 
all the things you want. Let's say you want to make all 
the targets in memory. Too bad. You can't do that 
because there are no more solenoid drivers. The 
manufactuers have not been willing to add a little 
tack-on system, except Bally, which did it a couple of 
times with lights. Things like that can kill you from a 
design point of view. The same thing with multi-level 
games. The designers tried to build a multi-level game 
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back in the 1960's, and they totally rejected it. Sam 
Stern, Play Meter even interviewed him some time 
back and asked him about multi-level pinballs, and he 
said it was an absurb idea. Obviously, Black Knight 
proved people could buy a good multi-level pinball 
game. Then the manufacturers tried to clone multi- 
level games, and they never made another good one 
after that. And they killed it off. To this day, Black 
Knight is the only mutli-level pinball that I would 
consider to be a worthwhile game. There just hasn’t 
been any beyond that. 


PLAY METER: Buta lot of these restrictions you re 
talking about aren’t they based in economic realities 
which dictate the marketplace? 

KIRK: What I'm saying is it stifles creativity. Once a 
designer becomes controlled by management, it 
becomes a habit. Your mind starts eliminating ideas 
automatically and doesn’t even consider them because 
you know management won’t consider them. When 
that happens, your creation has got to suffer. 


PLAY METER: You said at the start that the pro- 
blem is creative people are not in a position in this 
industry to decide which games should be made and 
how they should be made. 

KIRK: Yes, this is an industry that depends upon its 
creativity to survive. The ideal solution is to have a 
creative person in a position of power, with most of 
the administrative duties delegated out. The time has 
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come for this, for a creative person to be the president 
of acompany. Apple Computer is a perfect example of 
the wisdom of that approach. Steve Wozniak is the 
creative force. In fact, he is the first one to tell you he 
doesn’t know or care about management. His head is 
in computers. And, because Apple did well, he has 
other people below him who handle the management. 
And that structure has proved very, very successful for 
Apple. 

That will be the next progression in the games 
business, I’m telling you. When a creative person has 
complete control over product development and can 
allocate company funds to make product development 
what it needs to be, you’re going to see the next 
progression in this industry. Such a person must be 
relieved of a lot of the administrative duties and 
responsibilities. In that way, he will be in a position to 
focus his energies entirely on product development. 
That’s what’s needed. 

Myself, for example, I’m trying to form my 
own company. But I’m going to have to be removed 
from a lot of the administrative details in order to do 
what I do because, if I’m in the factory, I can’t keep in 
touch with what’s happening on location. Trends and 
fads come and go so quickly that you have to be out on 
the street playing games ona regular basis, associating 
with players to know where their heads are. But that’s 
not the present structure of this industry. The people 
who are on the street and understand the market's 
needs are not in a position to make decisions about 
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product development, and the people who are in the 
position to make those decisions are not on the street. 

There are a number of people in designs right 
now that I know personally or whose caliber of work I 
know who can be five times more creative given the 
proper environment. What I'm telling you is the 
creativity is there, but getting it across in finished 
product is the problem. And the system ts at fault for 
that, not the designers. 

Why is it that the same people who took all the 
credit for the rise in video game popularity now refuse 
to be blamed for its downfall? The truth of the matter 
is somewhere in between. These people never really 
affected the rise in the business nor were they as 
responsible for its downfall. It’s just a case that when 
things took off, they got caught up patting themselves 
on the back, when it wasn’t even them. 


PLAY METER: It seems what this whole discussion 
is leading to is money, that game designers don't feel 
they've been reasonably compensated. Is that it? 
KIRK: The financial incentives are just not there for 
the creative person. And creativity is such an integral 
part of this business. It’s the old saw that you get what 
you pay for. You get the caliber of people you're 
willing to pay for. If you want the best money can buy, 
you've got to spend money. There’s no free lunch. 

When a designer makes a game, it’s like an 
artist. He’s giving you a piece of his life. His life 
experiences are involved in some way in shaping up 
his thought processes to make that game. To do that, 
to give away a piece of your mind, and then to see 
someone else reap enormous financial rewards from 
it, while you’re rewarded with peanut butter sand- 
wiches, is devastating. You've got to feel youre 
getting something back. 

As you're aware, I wrote a book, All About 
Pinball. Even though I was an unknown author, with 
no experience or credibility as far as writing books, | 
still received a percentage of gross based on the book 
sales because what I wrote was a major determining 
factor in how the book sold. It should be the same way 
with game designers in this industry. But most of the 
designers in this business are on salaries. They get 
paid whether they create or not. Of course, if they 
don’t create anything, they eventually get fired. But 
they get paid day-in and day-out. And they'll get away 
with designing turkeys because they’re paid whether 
it's a top game or a bad game. 

Maybe a lot of designers would feel real 
uncomfortable about being put totally on an incentive 
program. But, let’s face it, a lot of them are getting a 
free lunch. A lot of people have been drawing very 
good salaries for making nothing, and some very 
creative people have made nothing for making games 
that have made manufacturers literally millions. 

So, yes, we have to change the structure of 
compensation for the designer. I know that some of 
the manufacturers have incentive programs, but they 
really amount to trivial bonuses. The problem, of 
course, is trying to determine what Its a fair incentive 
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THE TICKET DISPENSER 


DELTRONIC LABS DL-1275 Ticket Dispenser is now 
available in kits—for quick and easy installation on existing 
video, pinball and novelty games. 

For more than 7 years, top amusement manufacturers 
have relied on DELTRONICS LABS for quality ticket dis- 
spensers, backed by prompt and efficient service. 

Now this time-tested dispenser is incorporated in kits for 
the same dependable performance on your present games. 

You can renew player interest with tickets for awards and 
bonuses—and keep them playing again and again and again! 


DELTRONIC LABS, INC. 


Eight & Maple Avenue @ Lansdale, PA 19446 
215/362-9112 © Telex 317054 
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PUBLIC 
NOTICE 


Vending International Corp., 


distributors of Fanky Malloon and 
other vending products, hereby 
disavows any further association 
and rescinds any prior authori- 
zation to Robo-Vend, Inc. of 
Hazelwood, Missouri, also known 
as Howard Danzig & Associates. 
This action is effective immedi- 
ately. Any inquiries should be 
directed to VIC at 714/661-6808. 
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By 


Seninsky 


FRANK'S 4444 
CRANKS 


Frank “The Crank” 


Go for all the marbles 
with ‘Marble Madness’ 


It's been several weeks since we 
started putting Marble. Madness 
games on location. In almost every 
case the gross of the location has 
increased significantly and Marble 
Madness continues to do very well. 

There hasn't been a game in a 
long time that can give a location a 
shot in the arm the way Marble 
Madness is doing. What is the 
attraction of this game? The 
advanced “digital sound generation”’ 
that creates realistic instrument 
sounds is a prime factor. The sounds 
are designed so the player feels and 
hears the feedback responding 
directly to his control movements. 

Initially, operators felt that 
because there is a limit of only six 
raceways, with the game ending 
upon completion of the last raceway, 
revenues would fall off quickly. 
There is no incentive for the good 
players to keep playing after they 
master the patterns. 

This argument would be valid 
except that two players can compete 
against each other, giving the added 
dimension necessary for continued 
interest. Players try to complete 
each raceway as fast as possible 
because, not only do extra sounds 
mean more points, but any extra 
time is carried over to the next race- 
way. There are alternate paths with 
bonus points awarded for the more 
difficult paths. Players can not only 
compete against the course, but also 
bump each other into the hazards or 


off the cliffs, thus actually creating a 
different and additional type of com- 
petition. 

The game option settings also 
play a role in keeping revenues high. 
There are five game difficulty 
settings with the normal factory 
setting at mid range. Depending on 
the type of location, you will have a 
minimum of two settings to make 
the game harder than normal, hard 
and very hard. The two-player con- 
tinuation option, that allows a 
player to start his next game where 
the game ends, gives players a 
chance to compete at higher levels. 


This feature has become a proven 


plus for any game. 

The average player won't be able 
to get past the fifth board. If reve- 
nues fall off in a location where the 
scores are in the 60,000’s, we have 
had revenues pick up by putting the 
difficulty setting to easy. In other 
locations, where players are com- 
pleting the raceways, we change the 
difficulty setting to very hard. 

To maximize earnings, the 
operator must take advantage of the 
Statistics information the game 
keeps. Don’t forget to reset the 
Statistics by pressing the player two 
start button while viewing the 
Statistics Screen each time you 
change a difficulty setting. 

Screen five of the 16 self-test 
screens is statistics. Very important 
information is available here 


including the number of coins in 


each chute, number of one-player 
games, number of two-player 
games, the total time in minutes of 
all games played, the total time the 
game has been turned on (lets you 
know if the location is keeping the 
game on for the entire time it is 
open), number of games that 
reached level four, five, and six, and 
the average game time. After intital 
play appeal has worn off, average 
game time should be more than 150 
seconds for repeat play. 

Also included in the statistics is 
an error count that gives the number 
of EPROM errors that were detected 
(at location 15F). It is recommended 
that the EPROM be replaced if the 
error count gets near 100 in a weeks 
time. 

Screen six consists of three 
“Histograms” for the level one, two, 
and three raceways. The screens 
show a visual check of game times, 
in seconds, of 18 ranges from 0 to 
240 with the high score for each 
level. Level one gives game times for 
a one-player game. Level two 
records the time of the winning 
player of all two-player competi- 
tions, and level three gives the time 
of the losing player. This informa- 
tion helps you make an intelligent 
decision about setting your game. 

Working on Marble Madness is 
easy because the front panel to the 
left of the coin door gives access to 
the power supply and logic boards. 
An average size person can get his 
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arms and head into the cabinet to 
work on the boards without having 
to give up breathing. All the fuses 


have easy access. 


Things to watch out for 

Before putting a game on loca- 
tion, it is important to reverse the 
direction of the fan. The fan comes 
mounted so it blows in which will 
cause a dust build-up in about a 
week. The dust gets into the track 
balls and causes erratic operation. By 
reversing the fan and having the hot 
air blow out, you avoid nuisance 
service calls and keep the com- 
ponents cool. 

Before releasing the control 
panel latches, make sure the two 
connectors from the panel to the 
logic board are disconnected. If you 
pull up on the control panel you will 
pull these connectors off before you 
realize what’s happening. I know, | 
didn’t expect the harness wire to be 
so short. Also mark where each con- 
nector goes because it's easy to put 


the harness onto the wrong con- 
nectors. There is a male connector 
on the logic board that is not used 
and is right next to the correct one! 

The keys to the front access 
panel on many of the games are the 
same. I'd suggest installing your 
own lock. 

There are definite problems 
inherent in the hardware boards of 
the first 1,600 games produced. If 
you have a serial number under 
1600, and the game ocassionally 
loses sound, the sound locks up, 
and/or an erratic number of credits 
is awarded upon the insertion of a 
coin, the hardware board needs 
updating. This modification involves 
about a dozen cuts and jumpers and 
takes a couple of hours to do cor- 
rectly. I'd recommend letting your 
distributor do this work, because it’s 
free and because he’s already made 
the mistakes you'll probably make. 

So far there have been no other 
service problems on the games 
we've put out (about 20). As the first 


of a system game, it’s a must buy for 
every operator. Even if a good 
update kit is never produced (which 
is highly unlikely) it still pays to go 
with Marble Madness. There are, 
however, at least two System I soft- 
ware kits coming in the very near 
future, Indiana Jones and Pack Rat. 


SERVICE TIP 

This time Bill Johnston of John- 
ston’s Amusements, Buffalo, New 
York, sent in the following: 

To perk up the earnings of Roc 
'n Rope, a logical move ts to increase 
the number of men from three to 
five. If you follow the manual for 
five men, you'll end up getting 255 
men, as some of you found out the 
hard way. To get five men, the dip 
switches on bank two should be set 
with switch one Off, and switch two 
On. 

Send those tips to Alpha-Omega 


Amusements & Sales, 6 Sutton 
Place, Edison, NJ 08837 and as 
always...keep cranking! e 


Tired of coin-operated equipment 
that can't return its investment? 


‘‘ATR-serv is one Money-Maker whose earnings 
keep increasing month after month.”’ 


“T became an AIR-serv® dealer to supplement lost revenues from my 
amusement business. But, the response has been so overwhelming that I’m 
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now devoting most of my time to it. And, it’s really paying off!” 


W. Collier Barnett 
Star Amusements Co. 


The Program. As an AIR- 
serv” dealer, you can expect 
an R.O.I. in less than one 
year. Depending on your tax 
bracket, that’s only 10 to 12 
uses per day, per machine! 
Many of our dealers 
anticipate yearly earnings of 
up to $250,000 annually in the 
next 3 to 5 years. 

You'll get full factory 
support: copyrighted sales 
presentations, brochures, 
training seminars, co-op 
advertising, and much more 

. all geared to make you 
successful. 

Give us a call today and let 
us tell you about your future 
with AIR-serv”. 


_ Join the coin-operated tire 
inflator industry, one of the 
fastest growing industries 
available for investment 
today. 

AIR-serv’— 

e Requires no costly overhead 

e Isn't a fad 

e Provides a necessary service 

e Is a cash business 

e Requires no machine rotation 

e Has no product spoilage 

© Has low equipment depreciation 

e Requires minimal maintenance 


¢ Can be left for long periods of time 
and still keep making money 


The Market. Of 211,000 gas 
locations, over 60% do not 
have air. And, AIR-serv* has 
been approved for use by 
many major c-stores and oil 
companies. 


Call Mr. Perkins 


1-800-AIR-VEND (247-8363) 
In MN: 1-612-454-0465 
AIR-vend, Inc. 

2520 Pilot Knob Rd., Suite 130 
Mendota Heights, MN 55120 


A Minnesota Corporation 


©1983 AIR-vend, Inc. 
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CRITIC'S 
ORNER 


By 
Roger C. 
Sharpe 


Spring Break: The latest 


Despite the cloudy forecasts 
about the industry, there are some 
machines bringing rays of hope. 
Part of the reason for the slow pro- 
cess of adjustment is the dead wood 
nobody wants. 

Kits have helped reclaim many 
golden oldies, but the burden ts too 
many games in operation. Many 
locations haven't cut back on 
crowded conditions, trying to milk 
every last cent on machines long ago 
paid for in multiples. 

It’s understandable how the 
newest models might get lost in the 
crowd. In the 30 to 40 piece opera- 
tion, one or even two new games 
don’t stand out. Or worse, the opera- 
tor, desperate for immediate earn- 
ings, puts both pieces right in the 
front taking away from the other 
models on the floor. 

It’s a continual concern deciding 
how to mix the old with the new. 
The bigest challenge, however, 1s 
breaking through the reluctance of 
operators to turn their stock over. 
As a result, it’s become a hit or miss 
proposition, where even the clear 
cut winners are having a hard time. 

No longer are big collection 
reports enough to guarantee a sale. 
Operators want to see how steady 
the earnings and drawing power are 
for up to a month. Even then the 
waiting game may continue. 

This practice isn’t new but it has 
become more critical in these highly 
competitive times when a lost dollar 
can mean the difference between 
success and failure. 

Unfortunately, there never has 
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been, or ever will be, an easy, univer- 
sal answer to everyone’s problems. 
We always crave variety and choices 
in life and the coin-op industry 1s not 
immune from this judgemental pro- 
cess. Whether it’s pinball, old time 
arcade equipment, video games, 
lasers, simulators, or environ- 
mental chambers, each generation 
will demand its own standard- 
bearers of coin-op entertainment 
and the diversity of all viable art 
forms. However, technology and 
creative talent must lead product 
development forward. The greatest 
risks are standing still hoping to 
capitalize on one good thing, or 
sliding backward to resurrect basic 
design principles that might have 
outlived their usefullness or appeal. 

From what I’ve seen lately, the 
industry has the ability to generate 
excitement and originality in a 
variety of products, to renew faith in 
coin-op games, and dispell any 
lingering fears that the public 1s no 
longer interested in what the indus- 
try has to offer. 

There’s an audience out there 
that must be brought back. The 
industry shouldn’t demand of the 
player a greater capacity of forgive- 
ness for a subpar machine than ts 
warranted, or expect players to keep 
supporting old, unmaintained 
equipment. 

It is critical to update and replace 
old equipment and replace it with a 
selection of games directed specif1- 
cally for the clientele of each location. 
This shouldn’t be guesswork, but 
planned by interacting with players 


models show upbeat earnings 


and discovering what it is they want 
and don’t want from an arcade 
game. After getting that basic feel 
and sense of the taste of your playing 
public, then you must make them 
aware of each new addition and help 
them through the initial getting 
acquainted period. Beyond this, it’s 
up to the game to stand on its own as 
an income earner or a lost invest- 
ment. 

After a brief absence, Critic's 
Corner returns with what, hope- 
fully, will be more regularity. To 
start things off, I thought I'd do 
something I haven't done for 


awhile, because the category is only 


now capturing some renewed 


interest. Of course, it’s pinball,and 


after years of mixing and matching 
different types of equipment for 
review, I'll turn back the clock and 
do an entire column devoted to only 
the latest flipper games. 


Williams’ Space Shuttle 

The hit of the AMOA reclaims 
the glory of what Williams’ pinball 
machines represented during the 
days of Flash and the models that 
followed. First, I’d like to acknowl- 
edge Steve Kordek, who kept the 
dream and spirit alive when others 
might have given up; Barry, who 
probably did some of his finest 
design work on the machine and 
deserves overdue recognition and 
cheers for persevering; Larry, who 
really put himself into this piece 
with some details and touches that 
only a true pinball lover would think 
of; Joe, for getting the tie and 
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pumping the hell out of the piece; 
and all the other folks laboring in 
North California. 

PLAYFIELD: The action begins 
at the top left with three lanes that 
combine a right flipper lane change 
and the potential for bonus multi- 
plier. Just below ts a three thumper 
bumper area. Move over and there's 
a center free standing drop target 
that guards a ramp that will take the 
ball up and around to the right. Just 
to the right is a neatly placed bank of 
three drop targets and a spinner for 
access back to the top, which can 
result in big points if the bank has 
been completed, increasing the 
value per revolution. Move over a 
bit more and there’s a ramp up to a 
bulls-eye target which will score and 
special value while counting down 
on a timer. 

In the middle of the field is a 
three bank of stand-ups on either 
side (along with the drop target, 
spelling out S-H-U-T-T-L-E) for 
additional bonus points that are lit 
and displayed above the outhole 
bonus build up. Behind both banks 
are two kick-out holes for locking up 
one or two balls to get two or three 
ball, multi-ball by making the swing 
around the center ramp. There's an 
open gate at the right out-lane and a 
center post between the flippers 
that comes in handy on roll backs 
from that center ramp. 

ANALYSIS: The weight of the 
game, especially in terms of action, 
is at the left in the thumper bumper 
area, while the rest of the game 
really depends on flipper accuracy to 
take advantage of the layout. The 
scoring is everywhere for the novice 
and skilled player alike, although the 
greatest increases can be done 
during multi-ball play. The sweeps 
across the stand up banks on either 
side makes for some nice action for 
either right to left and left to right 
shots, as well as reverses. On the 
longer side, there’s the spinner, the 
bulls-eye ramp and, of course, the 
wraparound ramp that reenters the 
ball down on the lower right side. 
All the touches are there in terms of 
programming and feature inter- 
action and basic design angles. The 
primary shots are the kick-out holes 
for locks, and also the spinner which 
can deliver big points if the value 
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SECOND NATIONAL CONFERENCE 


MAKING PAY 
TELEPHONES 


hath, 


EAB » . . SP 
CPOACXANR 

J U N a 1 = 1 woh. 

HYATT REGENCY O’HARE ¢ CHICAGO, ILLINOIS 

Sponsored by Business Communications Review magazine this conference 

will provide you with: 

e Revenue and cost information to assess profit potential 

e Accurate and unbiased evaluation on the past year’s performance 

© Specific information on how to establish a successful pay phone route 

e Insights on how to select the right pay phone system. . . and avoid making a 


major mistake 
@ AND MUCH MORE!!! 


Yes, pay telephones can pay off . . . but not everyone will be successful. You can 
gain the competitive edge by attending ‘‘Making Pay Telephones Pay Off.’ For 
a complete conference outline, speaker list, registration information and 


brochure call today. 
CALL TOLL-FREE 


800-BCR-1234 


In Illinois 312-986-1432 
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PRICES AND SEE! 


HOFFMAN & HOFFMAN tokens are 
minted under the most rigid quality control 
standards. We match Old World craftsmanship with 
advanced technology. HOFFMAN & HOFFMAN has 
the best prices, fastest delivery, and highest quality 
tokens in the nation. 


CUSTOM TOKENS SHIPPED IN 10 DAYS 


HOFFMAN & HOFFMAN 
ee aD 
DISTRIBUTORS 
& VENDORS 
COIN-OP 
BAR TOP 
AMUSEMENTS 


THE 


eo oed 


SOBRIETY CONSULTANT 


3 GAMES IN ONE 


Alcohol ¢ Reflex ¢Memory 
Sampler Package: $1500/3 units 


Every Night Club, Lounge, 
& Bar needs ““The Judge 3000”. 


CALL 615/588-7769 
MACRA SALES, INC. 


P.O. Box 1585 @ Knoxville, TN 37901 


We Will 
Ship No Darts 
Before Their Time! 


The Time Is Now! 


mr) 


merit Industries inc. 
215-639-4700 Toll Free 1-800-523-276U 


has gone from 1,000 points to 4,000 
points per. 

GRAPHICS: When it comes to 
cosmetics, Williams has put together 
a complete package with solid art- 
work, lighting effects, sounds, and 
the glitz that has marked this com- 
pany’s best pinball machines for the 
past six to eight years. Added to 
these, the small plastic shuttle on 
the field and the flashing fumes on 
the backglass from the shuttle 
graphic, prove how good artwork 
can make a good game more appeal- 
ing. 
PLAY: When setting the limits 
on Space Shuttle, the major factor 
that must be kept in mind is know- 
ing your players and their level of 
talent. What I have seen is some 
five-ball settings at 50-cent play, 
which I can deal with, but not the 
same price for three-ball. Pinball’s 
not that healthy yet to afford to price 
itself out of the market. 

On three-ball, extra ball settings, 
go with about 600,000 points to start 
and follow this with a 1,200,000 
point level. Increase this by about 
200,000 points each for free play, 
while you should be able to survive a 
1,000,000 point start on five-ball 
followed by about 2,000,000 points. 

PROS & CONS: Space Shuttle 
is an exceptional piece that deserves 
all the excitement it has generated. 
It's a sight to behold and also fun to 
play. One problem is the thumper 
bumpers being too isolated from the 
rest of the board. But for the most 
part, this 1s a flipper wizard’s dream, 
since so much 1s dependent on shot 
making. Some of the rebounds 
might cause problems close-in, but 
the longer shots tend to break up the 
game and offer worthy alternatives 
for the strategist. Space Shuttle has 
it all and should prove to be a strong 
and steady winner through the 
spring and into the summer. 

RATING: The team effort has 
paid off for this company, which is 
adjusting to new management and a 
diminished video game market. But, 
somehow, through the trials and tri- 
bulations, Williams has remained 
faithful to the artform and deserves 
all the credit and success it can get 
for bringing some extra life back 
into pinball. We'll go with a #### 
and congratulations to the whole 


crew for a job well done. 


Game Plan’s Captain Hook 

After a lengthy absence from the 
pinball wars, Game Plan has fought 
to get back into the mainstream. 
Often Game Plan doesn’t get its fair 
shake, but the company has the 
potential to become a real force if it 
puts a couple of hits together. This 
effort might be the first step in that 
direction. 

PLAYFIELD: The action begins 
with an entry to three lanes, along 
with a right flipper, lane change 
control that can result in bonus 
multiplier. Move down and there 
are two bumpers in mid field, with 
two square stand-ups fronting these 
bumpers. Over to the left is a four 
bank of drop targets with a single 
stand up behind for resetting the 
bank once it’s completed. This area 
has its own point build up values and 
balances off the rest of the game'as a 
prime area of concentration. Over at 
the right is a lone flipper and above 
it a slightly recessed bulls-eye that 
controls H-O-O-K. Back at the left, 
there’s a spinner for access back to 
the top, before you move down to 
the rest of the board and action. 

At the left is a three bank of 
stand ups (C-A-P), while the right 
side brings into play a four drop 
target bank (T-A-I-N). Move down 
further to a fairly conventional 
wire lane and flipper arrangement 
with some strong relationships 
between key areas and a program 
that builds up and carries over from 
ball to ball. 

ANALYSIS: Basically, Captain 
Hook is just a good old-fashioned 
pinball machine that takes advan- 
tages of electronic memory to 
enhance the play and provide con- 
tinuity. Spelling out all the letters 
will mean a bonus hold over of 
55,000 points the first time and 
110,000 points in the bank before 
there's a chance for a special. The 
two center stand-ups work in tan- 
dem with the stand-ups behind both 
drop target banks, giving the player 
two options for resetting a com- 
pleted bank. 

Tie in the sweeping action of 
that top right flipper and there’s 
plenty of give and take as well as ebb 
and flow to challenge even the best 
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In head to head 

competition, Pub Time is the player- : 
preferred dart game, thanks to superior lighting and 
flawless technical performance. Operators know they 
can bet on our “Operators Tournament Support Pro- 
gram” and the way we stand behind our champ. Don’t 
buy a game that can’t go the full 15 rounds. 

Put a winner in your corner! 


echnical knockoi 


SS ase 


NOMAC LTD. 


901 Armstrong Street 

Algonquin, IL 60203 

In Illinois Call Collect 1-312/658-6166 
Outside Illinois Call 1-800/323-0449 
Full line of accessories also available. 


Into Your Video-Game Lineup. 


It’s so real you can almost smell the turf. Tehkan’s GRIDIRON FIGHT combines 
super-high-resolution graphics with dramatic sound effects in a dedicated stand- 
type console. Plus real football strategy that means endless challenge for one 
or two players. 

For big-league action that keeps the fans coming back for more, contact your 
local Tehkan distributor and put GRIDIRON FIGHT on your video game team. 


TEHKAN INC. 


18010 S. Adria Maru Lane 
Carson, CA 90746 Phone: (213) 329-5880 


flipper ace. There’s a certin sym- 
metry to the board which has helped 
to maximize straight away shots and 
also reverses, with access to all areas 
from almost anywhere on the board. 

GRAPHICS: Captain Hook 
epitomizes a look that pinball had 
years ago, bright colors, a fun theme, 
and a good execution. And it still 
works today, although the new 
sound system on the company's 
upcoming Lady Sharpshooter gives 
a powerful example of what we 
might be hearing from Game Plan 
in the future. The exact cosmetics, in 
terms of light, etc. have been 
attempted here to a limited degree, 
leaving the play appeal of the game 
to carry it over in the marketplace. 

PLAY: The limits of Captain 
Hook on extra ball should be about 
500,000 points to start and 1,300,000 
for the second level. On free play, 
you might want to consider increas- 
ing these amounts by about 300,000 
points each depending upon your 
percentage and the frequency your 
players are cashing in on the free 
plays for score. 


PROS & CONS: There's some- 


thing about Captain Hook that 
should have generated more excite- 
ment within the industry. The play 
action is very good with that top 
right flipper and the placement of 
the rest of the features, not to men- 
tion the continuity of the pro- 
gramming and scoring. If there is a 
major weakness it’s in the cosmetics 
since there’s not too much there in 
terms of lights and sound effects 
compared to some other machines 
on the market. But Captain Hook 1s 
a solid package, nonetheless, with 
some good long shots as well as 
shorter range precision targets that 
should keep all types of players 
involved and coming back for more. 
Another question is the feel of the 
game. It might not appear as solid as 
it should be, but this 1s more a 
matter of the game getting played 
and broken in. 

RATING: I give Game Plan a 
great deal of credit and would also 
like to congratulate Wendell on his 
recent promotion. And, after too 
many years of neglect, salute Ed 
Cebula for all his input and help in 
getting out the original Sharp- 


MANUFACTURED BY SUPPLIERS OF THE 
BELL SYSTEM FOR THE PAST 39 YEARS 


DEPENDABILITY e RELIABILITY °¢ LONGEVITY 


e Separate interstate and intrastate rates 
e Local Base Rate and incremental time 


e Separate O- and 0+ rates 
(Now you can earn income on collect, 


e Allows calls with either O or 1 prefix numbers 


e Denies 1-900 calls 
(All other phones allow and you are charged 50¢ each.) 


Line powered—NO A.C. required 

Indoor or outdoor application 

Electronic coin totalizer 

Suitable for New York City and Burroughs 
FCC registered 


credit card or operator calls.) 


shooter sO many moons ago. 
Captain Hook might just surprise a 
few people out there with its level of 
performance. I'll go with a ### and 
the hope that the company can pull 
off some eye-openers in the months 
to come. 


Premier's Ice Fever 

The name is different but the 
feel is the same thanks to the dedi- 
cation and sensitivity of the Premier 
folks. After a brief transition period, 
here’s a piece that was introduced to 
some very favorable response. 

PLAYFIELD: Three lanes (l- 
C-E) begin the play just to the right 
of center at the top. Two, almost 
perpendiculary placed, thumper 
bumpers are next, with two more 
lower down at the right and left 
sides. Over at the right is a spinner 
for access back to the top, while the 
main feature of the game sits at the 
left top in the form of a three bank 
of free standing drop targets that 
guard a captive ball set up behind. 
Swinging around behind the targets 
is another lane that leads up to the 
top and spells out F-E-V-E-R. Bulls- 


DISTRIBUTORSHIPS AND DEALERSHIPS ARE NOW AVAILABLE 
THROUGHOUT THE U.S. — CALL FOR DETAILS 
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U.S. TELECOMMUNICATIONS CORPORATION 


3118 62nd Avenue North e St. Petersburg, FL 33702 


813/527-1107 
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eyes are sprinkled around the board 
at the top below the lanes and at the 
sides near the lower thumper bum- 
pers, with a conventional bottom 
finishing off the layout. 

ANALYSIS: The old sports 
theme pinball machine is back and 
Ice Fever brings some interesting 
touches to deliver the action. Basi- 
cally the idea is to spell out the top 
three lanes for the chance at anextra 
ball though the appropriate lit lane, 
and making the route around the left 
to spell out F-E-V-E-R to get a 
special opportunity. The three drop 
targets are the key for maximizing 
the inherent features and scoring of 
the game, although there are incred- 
ible sums possible for getting 
through a lit spinner. 

The drop targets control the 
potential for bonus multiplier as a 
player tries to get a hat trick (three 
goals). This is accomplished by one 
shot if the player can knock out only 
one drop targert and then place a 
shot between the remaining two to 
the captive ball. Hitting that captive 
ball hard enough will send it up to a 
bulls-eye and register the particular 


— 
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KIDS-LOVE OUR EGGS 


SAP 


py Ly, 

Dispensing our popular and exciting 
toy-filled egg capsules is fun 
and profitable. Contact us for 


equipment and supplies. 
Toll-Free 1-800-EGG SHOP 


C ( () INNOVATIVE 
INDUSTRIES, 
INCORPORATED 


2605 Grand Ave. * Carthage, MO 64836 


number of goals from three to two 
(for hitting the captive ball when 
One target is still standing) or one 
when all targets are down. Interest- 
ingly, and a nice touch, the bulls-eye 
around the field, when hit often 
enough, will reset the targets that 
have been hit, making a save. The 
other strategy is going down the lit 
flipper lane to light the spinner for 
gonzo points per revolution. This 
sometimes overshadows the rest of 
the features on the board if a player 
is looking for score regardless of 
how he gets it. 

GRAPHICS: It’s pure old time 
Gottheb, with some very pinball- 
esque artwork that tends to blend in 
the feeling of hockey as once seen in 
the movie “Slapshot” starring Paul 
Newman. There's a lot of white and 
solid shades and decent effects in 
lighting and sound. 

PLAY: Ice Fever tends to be 
inconsistent for many players only 
because of the angles and timing of 
shots, critical for optimum scoring. 
For this reason, and as a way to help 
along the less skilled, my recom- 
mendation is to go with about 


YOU WILL 


400,000 to 600,000 points to start 
and a second limit of about 
1,200,000 points for extra ball areas. 
For free play locations, go with a 
600,000 to 800,000 point range up 
front and about 1,500,000 for a 
second level, depending on the 
caliber of your players. 


PROS & CONS: Although the 
layout seems fairly simplistic, the 
game offers a definite challenge for 
skill players given the specific areas 
that need to be hit and the impor- 
tance of sequencing and timing. For 
this reason, Ice Fever isn’t going to 
be for everyone or sustain the 
interest and enthusiasm of the 
novice player who will probably 
want less purity in his pinball enter- 
tainment. However, Ice Fever 
should be a welcome addition for 
real veterans that should keep them 
coming back for more. 

There are some solid drains off 
even the best placed shot which will 
probably discourage the beginner 
but serve to test the skilled player to 
make the appropriate adjustments. 
Ice Fever is a solid effort that 
provides some good left to right and 
right to left action that tends to be 
localized across the top of the board. 


RATING: Ice Fever’s caliber of 
design that once exemplified the 
great Gottlieb name looks like an 
encouraging start for Premier. 
Matched with games that have all 
the frills, Ice Fever should hold a 
steady level that will take time and 
patience to pay off. We'll go with a 
HHH! and the knowledge that this is 
only the beginning for Premier 
Technology. 


I tend to remain optimistic and 
encouraged by the new releases and 
conversations with members of the 
industry. After all, it’s only going to 
be a matter of time before things 
finally settle down and gain a mea- 
sure of normalcy. Those who are 
patient and faithful will survive. 
Others will disappear into other 
fields. The arcade business still looks 
good to this writer, especially if the 
owner ts taking a part in the day-to- 
day operations. Personalized atten- 
tion and service has never been 
more important than it is today. 
And, on that up note, as always, until 
next time...be well and prosper. ¢ 
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Master your 
weight 


The first high-tech coin-operated 
scale that analyzes weight gain or 
loss targets in days and calories was 
announced by John Shingler of 
WeighMaster Distributing Com- 
pany, Atlanta, Georgia. “The 
WeighMaster is a VideoScale, a 
sophisticated piece of precision 
electronics that uses a color monitor 
and easy push buttons to give a per- 
son his money’s worth,” Shingler 
commented. 

The WeighMaster’s computer 
conducts a computer weight analysis 
by taking a person's sex/height/ 
build data and telling him how much 
he does weigh, how much he should 
weigh, and how many days and 
calories it will take to get to ideal 
weight. 

The device was developed by 
Dynalog, a Norcross, Georgia-based 
electronic scale company that got its 
start in medical scales. 

Dynalog took its basic technical 
foundation in electronic scales and 
process controls, knowledge in bio- 
medical engineering, and general 
management, and developed a new 
kind of product ‘for an industry that 
is looking for a fresh new idea.” 

In test locations such as cafete- 
rias, grocery and drug stores, cinemas 
and malls, earnings were strong and 
the ratio of users to total location 
head cuont was impressive, accord- 
ing to John McCaa, president of 
Dynalog. 

Operators may contact John 
Shingler at WeighMaster Distrib- 
uting Company, P.O. Box 93741, 
Martech Station, Atlanta, Georgia 
30377-0741 for a list of distributors. 
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California 
or bust 


Bally Sente introduces its newest 
driving game, Stocker. “This video 
game boasts a wide range of visuals, 
realistic and lively audio, and excit- 
ing game format and a lot of options 
for game conclusions—something 
that keeps the players coming back,” 
said Sente’s president Bob Lund- 
quist. 

Stocker, released in March, ts the 
eighth addition to the Sente Library 
of video games for its Sente System. 
It is being tested at San Francisco's 
wharfside entertainment center, 
Pier 39. “Stocker consistently ranks 
in the top three games. We've been 
extremely pleased with the daily 
game earnings in our location,’ 
explained Topper Johnson, Games 
Manager of Pier 39. 

The object of Stocker is to drive 
across the southern United States 
from Florida to California. The 
player operates a bright orange 
stock car via a steering wheel and a 
high/low gear shifter. Game time ts 
determined by the fuel in the 
player’s gas tank as represented by 
the fuel gauge. Fuel can be replen- 
ished by pulling into gas stations 
located along the route. 

The score is determined by a 
combination of factors including 
maintaining a high average speed, 
crossing state lines good for 5,000 
points, and getting as few tickets as 
possible from pursuing police cars. 
Typical violations are running off 
the roadway, hitting another vehicle 
or stationery object, or hitting a 
non-pursuing police car. Crossing a 
state line frees the player from pur- 
suit until there is a violation in the 
next state. 
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Tobi 


Movie Hut, Inc. of Elkland, 
Missouri, recently unveiled its 
newest vending machine, Todz, the 
robot style vendor. The sticker 
vending machine takes up only two 
square feet of space and comes with 
a flashing light display in a space- 
age character, Tobi. 

Available in four colors, Tobz’s 
two column format allows a variety 
of star stickers to be vended. The 
large coin box can hold $200 in quar- 
ters, and Tobz’s all-mechanical 
design assures years of trouble-free 
operation, an MHI Spokesman said. 

“Tobi’s the key to getting the 
kids to the machine,” says MHI vice 
president of marketing Jim Pra- 
menko. “He also helps to bring 
them back. But our high quality 
stickers are what put the profits 
possible with this machine into 
hyper-space!”’ 

For additional information, call 
Movie Hut at 417/329-5414. 


Did They Say 
Bull Buster? 


ELECTRONIC DARTS FROM 


ra) 


merit industries inc. 
215-639-4700 Toll Free 1-800-523-2760 
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Trivia Master 


P.G.D., Inc. of El Cajon, Califor- 
nia, has entered the trivia game field 
with Trivia Master, a dedicated 
printed circuit board kit that installs 
into any raster-scan monitor game. 
Vertical or horizontal monitor and 
cocktail table orientation are all 
handled by dip-switch settings. One 
kit fits all games. 

The game comes with four cate- 
gories; and if the operator chooses, 
will display the correct answer after- 
wards. A library of eight additional 
categories are available and are 
changed by installing new E-proms. 
No tools are necessary to change 
categories. 

Trivia Master currently contains 
nearly 3,000 questions, and it will 
not repeat one until all others from 
the category have been used. Four 
choices for answers per question 
make the game even more exciting. 
Categories which come with the kit 
are: Sports, History and Geography, 


Entertainment, and Life Sciences. 


The kit includes a complete 
printed circuit board, connectors 
and wiring, new buttons, new con- 
trol panel lexan, new marquee, com- 
plete instructions and installation 
manual. 

Kits are available from P.G.D., 
Inc. immediately. Operators can 
contact their local distributor or 
P.G.D. at 619/449-9010 for referral. 


PLAY METER, May 1, 1985 


3 


‘ 


Patent Development and Mar- 
keting Corporation announces the 
Minute Clinic, a computerized, 
talking blood pressure and heart 
rate machine. 

Adaptable as coin-operated or 
free use, Minute Clinic takes blood 
pressure readings on a _ person's 
right wrist. A computer generated 
voice gives verbal instructions and 
announces the test results. Also a 
lighted display shows the test results 
in large, easy-to-read numerals. 

Uses include retail store pro- 
motion and daily health monitoring 
for fitness clubs or corporate offices. 

Minute Clinic allows monitoring 
the influence of stress, exercise, and 


Williams Electronics’ latest con- 
version kit, 1942 is a 32-wave, 
action-packed game with a flight 
plan that pits the player's P38 
Lightning against a host of hostile 
Japanese Zeroes. 

The player can take the offen- 
sive with machine gun fire and can 
activate a limited “loop the loop” to 
escape when the action gets too hot. 


medication. Picking up POW’s gives the player 
A test sequence begins when a extra power in the form of bonus 

user deposits either 25 cents or 50 points, automatic destruction of 

cents in the coin-operated mode, or enemies or the addition of allies. 

presses the start button in the free 1942 also offers a buy-in feature 

use mode. The cost is owner selected for continuous play. 

by an internal switch. Minute Clinic The 1942 kit is complete and 


includes a new set of electronics, 
control panel assembly, marquee, 
CRT glass and bright comic strip 
side decals. Easy to install and priced 
right for today’s market, it converts 
any vertical color raster monitor 


then verbally instructs the user on 
proper use of the machine. After 
properly positioning the right 
forearm in the U-shaped cuff, the 
user depresses the start button to 
begin the measurement. An elastic 
bladder inflates around the wrist om game. _ 
and bleeds off slowly while the blood | ee . Contact your local Williams 
pressure measurement is made. eo distributor for more information. 
Heart beats are displayed on a 
lighted graphic display accompanied 
by an audible beep. Total test time is 
about two minutes. 

Minute Clinic uses a military 
quality pressure measurement 
scheme and is self-calibrating. 
Absolutely no adjustment or cali- 
brations are ever required. 

Price in small quantities is 
$1800. A national distributor net- 
work is currently being organized. 
Inquiries can be sent to Patent Devel- 
opment and Marketing Corporation, 
291 N. Airport Road, Naples, FL 
33942, Attn. Marketing Director. 
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In A League 
By Itself! 


merit Industries inc 
215-639-4700 Toll Free 1-800-523-2760 
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Charts and 
brass darts 


Arachnid, Inc. has added several 
new products to its English Mark 
Darts line. 

Three new styles of brass dart 
collars; the “Marble,” the “Wolf,” 
and the “Shamrock,” provide a 
variety for the player who prefers 
the accuracy of brass darts. These 
new collars are interchangeable 
with the existing shafts used in the 
“Scorpion” line of Arachnid darts. 

Durable plastic flights are now 
available in a new Cut-Down style, 
and in four colors. Cut-Down flights 
have long been the preference of 
seasoned English Mark Darts 
players. Traditional style and the 
new Cut-Down house flights are 
both available in blue, green, red, 
and yellow. 

Replacement safety tips are also 
available in four different colors. 
Red, yellow, white, or black tips are 
the new assortment for English 
Mark Darts players. 

Two helpful new aids to leagues 
and tournaments are also being 
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offered by Arachnid. Eye-catching 
“Leagues Are Now Forming” pos- 
ters, printed black and red on yellow 
poster board, have room for a league 
name and telephone number on 
them. 

A 32-team double elimination 
tournament wall chart will help you 
run smooth, organized tournaments. 
Printed black on yellow paper, this 
22 inch by 34 inch wall chart is a 
colorful and useful tool at any 
English Mark Darts tournament. 

Contact your English Mark 
Darts distributor for these new 
Arachnid products. 


Management 
computer program 


Vladimir Lanin and Jeffrey 
Rosenthal announce the release of 
Vendbase, a management computer 
program designed for the vending 
industry. 

Vendbase was designed with 
two goals in mind—improving 
bookkeeping productivity and trans- 
lating effective data processing to 
profit. 

The program was designed for 
the computer laymen. No previous 
computer knowledge or experience 
is required. The official distributor 
of Vendbase, M&] Tax Service, Ltd., 
will also help acquire the necessary 
computer hardware. 

Vendbase is compatible with 
most of the computers on the 
market today. 

The program will adapt to most 
vending situations. Vendbase was 
designed by an actual working 
vending company. 

Operators used to keeping books 
by hand, will find it takes minutes, 
not hours or days, to find what you 
want and need to know about your 
business. 

For a limited time Vendbase will 


Aids to the Trade 


be available at an introductory price. 

For additional information con- 
tact M&J Tax Service, Ltd., 1967 
Bath Avenue, Brooklyn, NY 11214. 
Telephone 718/232-0342 or 718/ 
299-452). 
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ITW switches 


ITW Switches has a new dis- 
charge resistant button for its Series 
50 LED lighted switches. 

This electrostatic discharge 
resistant pushbutton switch with- 
stands 17kV. Electrical discharges 
from people actuating pushbutton 
switches can reach 15kV. These 
voltage spikes can travel down the 
button, into the switch, and out into 
logic circuits causing damage to soft- 
ware and hardware. 

Series 50 switches fit industry 
standard .750-inch square cutout, 
and are available with electro- 
mechanical or solid-state switching 
elements. 

For more information contact 
ITW Switches, an Illinois Tool 
Works Company, 6615 W. Irving 
Park Road, Chicago, IL 650634. 
Telephone 312/282-4040. 
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Cigarette 
conversion system 
Philip Morris U.S.A. announced 


a conversion system for National 20 
and 22 column cigarette machines 
which will extend the vend price up 
to $2.50. 

The Maxi Credit Vend, which 
requires no electricity and has no 
moving parts, can be installed on 
location in less than 20 minutes. 
Invented by B.K. Vending Sales, 
Inc., the system is installed by 
replacing the ACMR’s two coin 
channels with the new Maxi Credit 
Vend ACMR channels. Once con- 
verted, the coin mechanism will 
accept any combination of quarters 
and dimes in any sequence. 

The Maxi Credit Vend system 1s 
available only through Philip 
Morris. To qualify for the Maxi 
Credit Vend conversion program, 
the vendor must meet the following 
two conditions for each partici- 
pating machine: 

@ Provide one additional column 
for a Philip Morris product for a 
period of one year. This column will 
qualify for payment under Philip 
Morris’ plan D merchandising pro- 
gram. 


e Display a Philip Morris point- 


of-sale header with functional price 
wheel for a period of two years 1n 
that machine. 

There are no direct charges 
incurred by the vendor. 

“Philip Morris has a genuine 
concern for the needs and problems 
of the vending community,” said Jo 
Hennessey, assistant director of 
sales planning/ wholesale accounts. 
“Maxi Credit Vend is just one 
example of our long-standing com- 
mitment to improving the profit- 
ability of the cigarette vending bust- 
ness. 

Additional details can also be 
obtained by contacting Philip 
Morris U.S.A., 120 Park Avenue, 


New York, NY 10017. Telephone 
212/880-3562. 


Easy! Route 


Southland Associates of Foster 
City, California, announced the 
release of Easy! Route, the game 
operators software package designed 
for the first time user. 


Developed to assist operators in 
complete route organization, collec- 
tion security and administrative 
freedom, Easy! Route enables the 
user to operate more efficiently. 

Easy! Route includes 15 reports 
that track locations and games, 
monitor collection and cash short- 
ages, determines trends, and assists 
in collection and rotation schedules. 

Easy! Route also prepares its 
own paperwork. Before a scheduled 
collection, the computer prints a 
collection sheet for each location 
showing all games and date of last 
collection including meter readings. 
The system also prints pick-up and 
delivery sheets to assist the operator 
in documenting game movement. 

Productivity increases have been 
achieved. Revenue, administrative 
and security controls are built-in. 
The marketing data base is built into 
the sytsem to attract investors, 
bankers, and potential buyers of 
your route. 

Priced at $1,295, Easy! Route 
comes complete with everything the 
first time user needs to put his busi- 
ness on the computer. The package 
includes all programs, a reference 
manual and an introductory tutorial 
to assist the novice user in learning 
the system. The system operates on 
virtually all inexpensive micro com- 
puters including the IBM PC and 
AT. 

Easy! Route has been under 
development and field tested for 
three years prior to general release. 
The system is sold and maintained 
by Southland Associates. 

For more information, contact 
Southland Associates, 939 Shell 
Blvd., Suite 201, Foster City, CA 
94404. Telephone 415/592-2927. 


We are in the entertainment business. 
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GLASSIFIED 


ADVERTISING 


DISTRIBUTORS WANTED 


@ Buy di-ect from factory at whole- 
sale prices 

@ Protected territories available 
for stocking distributors. 

@ Factory lead service from ad- 
vertisements. 

@ Equipment covered by $2,500,000 
insurance program. 

@ Stop D.W.I. with our electronic 
Breath Alcohol Scanner 


Call or write today! 


Horizon Distributors, Inc. 
P.O. Box 7095, Freeport, NY 11520 


516/379-4719 


ADVERTISE IN 
PLAY METER 


) 
504/488-7003 


Kiddie ride route established six years, 
servicing Hawaii, Maui, Ohau, & Kauai, 
no competition. Grossing $150,000 and 
growing. Asking $450,000. Will finance 
or sell part. Call Sam Holland person- 
to-person at 808/822-1701. 
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PHOTO MACHINES 
WE BUY AND SELL 
CHEMICALS, FILM, PARTS 
BEST PRICES GUARANTEED! 
ED HANNA 
P.0. Box 29077 ¢ Davie, Florida 33329 


305/474-5888 
Established 1951 


VENDING MACHINE LABELS 


Truck signs, badges, name plates of all 
kinds. Write for free catalog and samples. 
Seton 


Box AEU-1331, New Haven, CT 06505 


WANTED 
Packard Wall Boxes and Packard 
Music Boxes. KING DISTRIBUTORS, 
378 Granite Street, Quincy, MA 02169. 
1-617/471-0050 


INFINITY 1 


The Game Of A Thousand Faces 
NEW GAMES COMPLETE $495 (F.O.B. Chicago) 
KITS—While they last! Call for 1985 kits 


All laser games available from $495. Call for current price!!! 


Bank Panic (new ’85 games) 
Taxi (new ’85 game) 

Sailor (new ’85 game) 

Wall Crasher (new ’85 game) 
Trivia Quiz 

Fighting Basketball 


Nova 2001 


Motorace USA 
Lil’ Hustler 


Mr. Do!’s Castle 
Lady Bug (board) 
Roller Derby 


Ten Yard Fight 

Tag Team Wrestling 

Ring Fighter 

Yie Ar Kung Fu 

Bomb Jack 

Laser games are available starting at 


*IC Chips available 2764, 128 


PROM 8200 PROGRAMMER 
Bi-polar E PROMS, up to 512K 


Write your own program & replace your own 
ics. 

Intelligent programming algorithm, 20 seconds 
needed only to finish 2764 copy. 

Check, Verify, Read, Write, and Modify the 
PROM/EPROM in the programming mode. 
Examine, Alter, Move, Fill, Upload, & Down- 
load the memory contents in the data mode. 
32Kx8 dynamic RAM buffer with powerful 
memory handling capability from keyboard. 
Allows data transfer/combine/separate from J 
one PROM/EPROM type and size to another 
PROM/EPROM type and size. 

One RS232 port, for linking to the computer 
to upload/download data. 

Simple to operate, over current indication, 
automatic check-write-verify sequence. 

Fully portable for field or in-plant use. 

One full year guarantee. 


312/280-7610 
HOFFMAN INTERNATIONAL 


600 N. McClurg Ct., Suite 309 ¢ Chicago, IL 60611 
Telex: 280208 Hoffmn. Int. Cgo. 
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ROMAR LTD. 


TORONTO, CANADA 


MUNVES “BAT-A-BALL” 


weom 


24-BalL LOCATION 
oh TESTED 
A 
new version 
of an 
old favorite 


Direct from Japan 


SIZE: 
673 high 
with top sign 
652 long x 
231% wide 


New and Used 
P.C. Boards 


Special price 
on orders 
received by 
May 1st. 
$1,495.00 


Ho 


MIKE MUNVES CORP. 
30 Horton Ave. ¢ New Rochelle, NY 10801 


For further information 
CALL TOLL-FREE 
1-800/387-3749 


Call 
914/636-5000 
or 
Write for details. 
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MONTGOMERY VENDING, INC. 
(401) 946-2070 / 946-2077 


New Relea 
New Release a 


Si 
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CONVERTS NKEY KONG 
ee COE SONKEN KONG JR. 


CONVERTS PACMAN 


By Greyhound Money Maker Horse Race 


MIKIE 


UNIVERSAL 
HORIZONTAL VERTICAL HORIZONTAL 


We offer competitive prices, service and dependable delivery. 
Visa & Mastercard Welcome 
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GAME AUCTION 


Indianapolis, Indiana 
Saturday, June 15, 11:00 A.M. 


ISTHATYOURNAME (/f7¢ y 


THAT’S MISSING 


FROM OUR 
OVER 200 GAMES - SUBSCRIPTION 
Big Red Barn - Zionsville LIST? 


Exit 130 Off Interstate 65 | 
JOIN 


10 miles NW of Indianapolis aa 
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VIDEO e PINBALL 
POOL TABLES @ JUKEBOXES 
80 late model games from 


arcade closing 
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Auctioneer: Don Young, 317/769-3266 
Sales Mgr.: Ric Stephan, 812/332-0568 


2415 West Amherst 
Bloomington, IN 47401 
Game Auction Indianapolis, Indiana 
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NUMBER 


CALL TODAY 


504/488-7003 
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PUBLISHED BY SKYBIRD 
P.O. Box 24970 
New Orleans, LA 70124 


ae ALPHA-OMEGA SALES i 
1000’S OF GAMES @ QUALITY GAMES @ LOW PRICES @ EXPERT ADVICE 


NEW GAMES 
Kixx, Kung Fu Master, Marble Madness, Little Casino II ($1,295), Tactician ($750), Video Trivia ($1,595), 
Space Shuttle, Ice Fever (pin), Bally Sente games, Nintendo VS. Systems, and all the great Greyhound games 


LOCATION READY SPECIALS (Location Ready Specials continued) (Conversion Kits continued) 
Bapy Pad esse 325 Star Kiger (lasey| 8... 595 Bank Panic. ..:......2.55. 495 
Boe 006 ek 225 Ten Yard Fight (Of2.)......... 2.7... 995 Bulls tye Darts ........... 2... call 
Champion Baseball.................. 625 Tisch a viel... 4... ees: 995 Crystal Castles ...<<0..6- cs 495 
Cobia Command,................... 1295 pS Down... ................... 495 Champion Baseball ll ...5. 6... 395 
S06 DOW oc ee cee 1995 Star Wats. nn sc 795 Dol Run Run .........---.........<. 395 
PC attlee eee ee 795 ZOORPCDE!. «kes. 525 Samaur (by Tait) .......2..0.., 5. call 
es ee 595 MANY GAMES AS IS WORKING Sextial Trivia: .:....2.-056 65 695 
FE I eee iss 525 GREAT FOR CONVERSION FOR...... 225 Super Basketball...................... call 
PA Frente ees 595 Track & Field. ...,..3.1.5.0..-2.. 395 
PAE OO) eee ee ss 325 CONVERSION KITS Two ligers (for Tron) ......... 6.60 595 
i eee 695 8-Ball Action WiG0O ThiVias.ics 645 
Pac Miah OF FIUS... i ee ee 325 (for Donkey Kong or jr.) ...-........ $ 345 VS, UNI System plus kit............... call 
Rds s 395 6-Bal Action [rackball............... 130 Yie Ar Kung Fu....55 call 
SCE ee eee 325 8-Ball Action (for Pac-Man) .......... 445 Greyhound 4-in-1 Poker .............. call 


PINBALLS Reconditioned 


Black Pyramid......... $1295 Hulk... 395 (*berts Quest ....... 695 Kings ofStee!......... 1295 
Caveman ....... 1c. 995 jacksto Open ........ 995 Siverball ............. 395. ‘Skatebal == 695 
Countdown........... 399. KISS... 25) Speakeasy... sks. 79> Shatp Shooter!) ...... 895 
Fart@llag. ......... sss 995. LaserQ@ue ...... .... Uo 455 OS... .. ee. 995 Super Or........... 895 


GS4m........... 795 Mr. & Mrs. Pac- re : 
Sa : oie oa Brass tokens (no min.) ..... 5¢ ea. 


The Operator’s First Choice Call for Complete List 


6 Sutton Place @ Edison, NJ 08837 Call Joe or Frank “The Crank” 
201/287-4990 


60 PLAY METER, May 1, 1985 


LOCATION READY 
SEVERAL OF EACH 


DISTRIBUTOR OPPORTUNITY 


Memory Challenger | i ee. AVAILABLE 
TEST YOUR MEMORY 32 | 
BALLY 
e 25¢ Vend e Oak & Metal Construction 
e Computer Controlled ¢ Quick Return on Investment Black Jack ats ela icy ae $295 
e Wide variety of Locations Power Play hisiste © 6 « 295 
Strikes ’n Spares..... 295 
HI-COUNTRY MANUFACTURING, INC. Evil Knievel... ..... 395 
187 County Road 250 Durango,CO 81301 Callcollect (303) 259-3889 Lost World ......... 395 
IMetEAR TRAM, 5 sae os 395 


TOTAL SATISFACTION WITH OUR 


1211 West 4th Street 
Lewistown, PA 17044 


205/365-1841 
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GOTTLIEB 
VARIOUS VIDEO GAME P.C.B.’s h Charlies Angels .....$295 
ee D AGIEOIBALNA..-.. 5 sb ss oo 295 
All with the best prices, top quality, huge quan- ! Close Encouners 295 
tity, high reliability and fast delivery. Thatadds | § ‘ Ik aes vai 
| : tion. : : , GhEIPOKEDR ooo ccs 
up to Total Satisfaction. Contact us right away ar ee nee aa ae 
HYUNDAI INDUSTRY int a 295 
197, 3KA, Eulchi-Ro, Chung-Ku, Seoul, Korea oe Ride .......... = 
Phone: 265-2764, Tlx.: K29617 PHILCO Fax: 274-2846 , EST: 
0 
STERN 
WANTED COMPUVEND ; : ese eta = 
EES AS: tay Ree) aie. eos sala oo: 6's 
USED PC BOARDS Used DACUINAL se etiw sco. a 395 
CALL FOR QUOTES Heartrate/Pulserate Galea oae Sedu. 395 
Eldorado Products Ltd. Machines Wanted HOtidamG:. . 2.2: .¢- 395 
; he HEGIOMOINO® ss )h.5's-< 30D 
14816 Main Street T Moller Paid Dn ee 395 
Gardena, CA 90248 Op Olla a ae SiNeL Os Wate. tenets Oios.6" Jars oa 
213/516-9525 CALL COLLECT iairident)............ 395 
818/708-8985 WildPyne. oo: 6.26... 395 
Enno aw wee «—ssaasssss 
LOUISE’S HARNESS SHOP WANTED WILLIAMS | 
Rt. 3, Box Used bartop games. a totes sa ses 295 
Prattville, AL 36067 SENOS EL, 4 Lucky Seven ........ 295 
Video Game Harness and . ery 2 World Cup ....--... 295 
Donkey Kong Monitor Will buy Bally High Flyer, Ni (DISCO! Fever... <.... . 395 
eer ous Nashville Dixieland. NH PROGIIX .. 6s... ten 395 
ear te CALL: 717/248-9611 4 lime Wanpi......:-. 395 
ieee Frank Guerrini Vending Se IOS ass ahs hss 395 
0 
MOO SSN as) sn) ss) os) Top Music & Amusement 

J ee 3656 Government Blvd. 
ADULT VIDEOS...BETTA or V.HS... | TOMM’S — Mobile, AL 36609 
ee, Se eens 
Hightstown, NJ 08520. Al work guaranteed. 312/342-4420 Doo ope ococooeecaoooos 
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New Speed-Up Kits 
for 


MAS Pac-Nian ................ $25." 
Mr. Pac-Man & Mr. Do! ...... $35,00 
Gal eds =... sss... ay. -:.. Soo 


Power Supplies .............. $29." 
Heavy Duty power cords 10-ft. $ 1. 


E-Z Change Video 


P.O. Box 461887 
Garland, TX 75046 


214/238-7367 
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Classified Advertisement Pays 


PLAY METER CLASSIFIED ADVERTISING 


Play Meter’s classified ads are sold by word (75¢ per word with a$10 minimum) or by 
inch for a display-classified ad ($30 per column inch witha 1 inch minimum). Prepay- 
ment must accompany ad. You may pay by check, money order, Visa or Master 
Card. Deadline schedules are available upon request. Send ad orders and prepay- 
ment to: Play Meter Magazine, P.O. Box 24970, New Orleans, LA 70184. For more 
information, contact Susan Biggs 504/488-7003. 


Write in or attach ad copy 


Company Name 

Name 

Address .  CCclC Ll Pine 
Civ... Cit Sale Zip ________ Total Enclosed 
Viea Acct No... SSCS Xppvations Date: 
Master Card Acct. No. ————____________ No. o f issues 


Authorized Signature 
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Would you like to know 
the lowest prices on the 
newest conversion kit? 


Get 
BEST PRICE GUIDE 
every two weeks. 
For 6 issues send $11.°° to 


BPG 


333 N. Queen St., 
Kinston, NC 28501 


a ae ae ee ee ae ee ee ee a a a a ae ee 


WANTED 


Lucky Crane, Boom Balls, Philadelphia 


Skee-Balls, Triple Crane, Whac-A-Mole, 


Muppet Video, Hydraulic Kiddie Rides, 
Midway Shuffle Alley B/W 


WANTED Namco Shoot Away 


M & PAMUSEMENT CO. 


717/848-1846 


PAYPHONES—$55 
As extensions or add kit to require 
coins $98. Or ready to profit from 
$295. Genuinely F.C.C. registered! 
Our electronics has been used in 5 
other manufacturers. Free 911, 
timed calls. Also, expecting entirely 
self-programmable long distance 
unit. 608/582-4124 anytime 


North California’s 


Video Connection 
Lowest Prices on 
Conversion Kits & PC Boards 
Vie Ar surtout... $795 
super Basketball ............ 595 
Two Tigers (quick kit for Tron)... 550 
(dlaga (complete kit. ij ws. 495 


Up ’n Down (for Frogger, Zaxxon) 425 
Street Heat (for Donkey Kong)... 495 
TOV Co ti«si‘(i(<‘iC“#(#(NCNUW 625 
Ir Fac-Mian..... ass 393 


Do Kin kup. ............. 389 
Mr. Dol’s Wild Ride......... 75 


MalhO BrOsS......_........... 325 
Donkey Kong ill............ 150 
Bank Pranic... ............ 449 
Tag Jeam Wrestling .......«.. 349 


Miva & ump ............. 275 
Time Pilot G4... ke. 349 
Espial (like Xevious) ..... make offer 
Food Fight (complete kit) make offer 
Greyhound Poker 


(quick kit for Defender) ...... call 
Plug in Poker Kit for Galaxian 
Or Pac-ivian............. 199 


BUY e SELL e TRADE 
VIDEO CONNECTION 


930 Jeffrey Lane, Dixon, CA 95620 
916/678-5189 
DID. LD 


) 
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KIT SALE 


WHKIG $395 Time Plot @4...........; $245 
Bomb jack ............. 425 blevator Action ......... 395 
Super Basketball ........ call Mesa fone ............ 295 
10-Yarda Fight........... 445 Hero in the Castle 

10-Yard Fient US ....... 495 bi OCOM........1...; 245 
Tag Team Wrestling ..... 245 Donkey Kongill........ 125 
Champion Baseball Il ... 295 De) Run Run........... 345 
Champion Baseball ..... 125 Mr. Do!’s Wild Ride .... 245 
Motorace US.A........; 725 PeciOs:. wii ijn... 395 
Track & Fidld........... 225 Pos, ..... 395 
Mario BIOS, ...........| 295 POO CIOU wc csacee 295 


Time Pilol...... ..... 145 Cloak & Dagger ........ 345 


Many new kits arriving weekly. 


All other conversion supplies you'll 
ever need at the lowest prices 
you'll ever see. 


SOO VALLEY VENDING 


440 6th Street NW @ Sioux Center, IA 51250 
712/722-3807 


FOR SALE 
22 used Space Probe Rocket 
toy capsule machines - $150 ea. 
$125 all pick up 
All running, excellent condition 
J-P AMUSEMENT 

717/752-5153 
SIASASAAAAADAAAA Ad 


Street Heat & Gas Petal 
Conversion Kits 
$25.00 
Doug’s Video 
415/769-7979 
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ADAPTING /#} TO CHANGE 


FOR SALE 


Frog Hunter—Arcade Piece 
$1,000.°° Firm. 904/878-2250 
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Route Locations 
Wanted in NY City 


Want to buy 
operator locations 
with or without 
contracts 


24-hour answering service 


718/520-6903 


- oo 2 6b ob oo oo ooo 68 6808.8 28 e., 


WANTED 
Little Casino II’s and video table 
model games. Los Angeles 
213/541-6744 


MINIATURE] 


ee E a 
pee 

MINIMUM INVESTMENT 

MAXIMUM PROFIT! 


TOI IOI IO kkk 
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A 
ENTERPRISES ~* INC. 
Lomma Building, Dept. 105, Scranton, PA 18505 
717/346-5559 


WANTED 
Old jukeboxes, slot machines, trade simu- 
lators, gumball machines and parts for 
above. John Johnston 718/833-1406. 


is the secret of SURVIVAL! 


PLAY METER 


— YOUR SURVIVAL MANUAL — 


During a difficult 
industry, Play Meter can help you thru 
the jungle. 


transition for our 


SUBSCRIBE TODAY 


504/488-7003 
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MAY PRICE LIST 


WE'VE GOT WHAT YOU’RE LOOKING 


FOR AT THE RIGHT PRICE 


Perrois............. 75 
Fovoneet .........,. 695 
Baby Pac-Man ....... 350 
Seem 495 
Parezone............ 195 
mcenig .......... 1695 
Bia Whi. 6... 295 
PUCK HOGEIS.......... 495 
burp & JUMP ........ 695 
eircerime .......... 395 
(atha........,,... 295 
(enpede........... 3/5 
Champion Baseball ... 595 
Chexx Ice Hockey ..... 1195 
Circus Charlie ........ 595 
Cloak & Dagger ...... 495 
Congo Bongo ........ 595 
Soemic Chasm........ 295 
EOGUOW . keh 1895 
Crystal Castles ....... 695 
peercel......i,.... 150 
23 295 
Donkey Kong ......... 173 
Donkey Kong Jr ....... 195 
Donkey Kong3 ....... 395 
PiagoislLar ....... 795 
Elevator Action ....... 195 
PUeIOX (U/f)........., 1295 
Pood Onl... .....,.. 995 
roe ic 215 
promi line ........... 495 
Cloak & Dagger ...... 295 
Crystal Castie ........ 495 
PiaGOn  ..2......... 295 
Champion Baseball Il .. 395 


Electric Coin Counter ....... 
Footease Relaxalator ........ 
PoOoruite...........:i... 


The Game Exchan 


Gla4..... £6. 700 Mi DORN auUn....... 685 sSpaceDungeon ..... 395 
Galaxian ..... 195 MeDolsCasie..... 495 Space lnvaders........ 75 
Gol... =: ..... 195 Mr Dols WildRide .... 595 Space Tactics(s/d).... 495 
Grand Champion (u/r) .. 795 Monaco GP (s/d)...... 995 sSpyhunier(urn ... 2195 
Shasiar =... 185 MonleCaro.......... 599 Slacals .... 195 
Gyaise ck Y3o MOOonFauo... ...... 595 silarHider(s/d)...... 1795 
H.Bes Olympics . ogo MololaceUSA. ...... 895 Starlrek .... sss 195 
PIyperspolis .......... 925 MS.FacMan......... 450 SlarwWars ........ 695 
JUNGIG HUN .......... O9> NEL Foobal........ 795 Strengin& Skill... 695 
JOUMGY:.......... 495 NinaGiun ......... 1695 Subroc3-Dis/d...__—s 995 
JOUS! 2.5... 290 FecNian...... 295 sSuperracMan.  ._,. 395 
Kangaroo ..........,.. ero facMian Js ......... DUS + laCsoCan......... 195 
KarateChamp ........ Cal Fengo............ 395 #fempest...... 150 
KiCkK-Mal........... 195 Pnoenx............. 195 fen Yard Potlzr 895 
KOSINK Kioozer ........ Ooo FORrostion....... 1595 ine... .... 495 
Kung Fu Master ....... Call Pole Posiioniii¢/d) .. 19905 [imeFPiot ... =. 395 
LagvVeuad ........... Amo 'ioGo  .......... OES live rior ss... 695 
Lipemaor_ lic“ Jeo FoObeye ............ 23> Insta... 895 
LoOpIna ... ......... 195 frolessorPacMan .... 595 Tracké&Field....... 895 
LOSUIOniD ...... coo FunchOu.......... 995 on. ........... 295 
MACH Siu) ....... 95 Goer ....... AQS iluro(is/d)......._ 1195 
MACH 3(sid)...... 29> Wualinm....._—s.._._.. S995 Turboluy.......... 995 
NMealIOrHiavOc ...... 795 «=Ralyx........... og) (UlanKiiam ...... 295 
MaKe NOX 35 mMelunoa heed .... 995 Wolidec ..... 995 
Marble Madness ...... Cal Roboton....-—s—.iaéi(é#(¥CN) 295 WUpNOown......... 895 
WanO Gros... ........ 595 Salansiolow........ 495 Vs.lenis........—si—i_se 1995 
NMegazone ........... G25 Sselcrocs........sait 695 WizardolWor........ 175 
Midnight Marauder.... 1095 Ginisiar ...—«_.—s«—séiéaési‘aéa(‘é‘a‘aéié 63> Wacko ....... 695 
Milipede............. 650 sbaceAge .......... 795 xKevious......... 595 
MELO =. ....... S95 SpaceDue .._si.a.s. 195 Zaxxon........ 1/5 

Zookeeper.......__si. 495 


CONVERSION KITS 


DORUN FAD... 395 Nentendo Uni System .. Call Ten Yard Fight2 ...... Call 
YieArKungru........ Cal SteetHeat...._s... Cal fagleam ..... ss 395 
rioGer ._—:«.«...._ isi S95 hypersoot........... 495 Weackaried 395 
FOadrigvier ......... Call SuperPunchOut...... Cal Iwoligers ......__s Call 


KIT SPECIAL: Buy a Cloak & Dagger Kit and get one free. 


SPECIALTY ITEMS 


.-..495 NomonHappyfeel ....... 1195 ~=€6FruiseMeteril..ti‘“‘(‘yyC(RCOCOCO(OCOCO# 595 
... 485  WNoronHappy dane .... 1295 + #$([ickel Dispensers .........._ ss 195 
.. 1995 =6—NOMION ign Balls. ....... ..... S90 Uynamofroosbal........ 395 


(THE ORIGINAL) 4 


1289 ALUM CREEK DRIVE (our only office) COLUMBUS, OHIO 43209 e (614) 258-2933 


IN OHIO 
1-800-848-1514 1-800-848-0110 


CALL TOLL FREE OUTSIDE OHIO 


(continued from page 41) 

for the creative person. I have my own idea about that, 
and should I realize my goal and eventually be in a 
position to do something about that, the people I hire 
will be on this kind of program. They'll have a 
minimal subsistence salary, but they'll have the chance 
to reap rewards along with the company, because if 
they make a lot of money for the company, they should 
have a piece of it. 

Presently, though, what happens is manage- 
ment thinks if these creative guys make a lot of 
money, they won't need the management people 
anymore. They'll go and form their own company. 
And, you know, they’re probably right. So they keep 
them down on the farm, so to speak. 


PLAY METER: So it’s your feeling the designing 
segment of the industry is not adequately compen- 
sated? 

KIRK: That’s right. 

Let me tell you another thing. Management 
regularly receives unsolicited game concepts in the 
form of letters from the outside. I don’t know at what 
regularity they ve been coming in for the last couple of 
years, but with the various companies I’ve been 
involved with, kids have sent in letters with game 
designs. And management has been known to take the 
idea outright. After all, the game idea was unsolicited, 
and they had no legal obligation to compensate that 
person whatsoever, even though compensation may 
have spurred more ideas. In fact, that’s how I got my 
start in this business. For about five years, I would 
write letters to game manufacturers, giving them a 
number of game ideas that they used without com- 
pensation. And then when I eventually came to work 
for them, I was thrilled. 

Most manufacturers realize that when you 
take a creative person and give him the opportunity to 
create, he’s so thrilled at having that opportunity he 
doesn’t even think about protecting himself 
financially. And I know in my case I had to sign what 
they described as a standard form, which stated that 
everything I invented or said or thought belonged to 
them. I think that compensation for a patent was 
somewhere in the neighborhood of $100. And for 
someone starting out, like me, he’ll fall for it because 
all he wants to do is make games. But this creates pro- 
blems later on. 

So that’s a problem. There’s too much a 
potential, especially in this industry, for people to be 
exploited. And that dries up the well. There presently 
is not a clear understanding between designers and 
management as to what constitutes a fair compen- 
sation. For myself, my contracts have changed 
drastically from those early days, but that change has 
not come easy. 


PLAY METER: You were saying sometime back 
that designers don’t necessarily have to be computer 
programmers. But how does someone who is not a 
computer programmer show his game idea to 
someone and how does he protect himself? 
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KIRK: What usually happens is someone who has 
an idea presents his idea to management orally, ideally 
in the form of a storyboard where he makes a limited 
number of drawings or sketches which help illustrate 
the concept he’s got in his head. But we have a couple 
of problems right here. 

First, you have the problem of non-disclosure. 
I've spent enormous amounts of time just going 
through the legal entanglements of non-disclosures. 
In order to discuss a concept with a manufacturer 
involves a substantial amount of legal negotiations 
because you have to protect your idea. And you'll find 
the manufacturers are reluctant to listen to anyone's 
ideas and sign some sort of agreement that they won't 
steal it from you. One company even has a release 
form which they send out to people submitting game 
ideas which says, in effect, tell us your idea, but we 
don’t have to tell you if we like it or not; we don't have 
to compensate you in any way if we decide to build it or 
any part of it; you are submitting this idea to us 
trusting totally on our goodwill to compensate you in 
some way later down the line. If you had a game idea, 
tell me, would you approach someone with that 
attitude? 


PLAY METER: You said there were two problems 
with submitting game ideas to manufacturers. What ts 
the second problem? 

KIRK: The second problem is management itself 
doesn’t have the slightest idea if the game concept ts 
good or not. This is what I told you earlier, in this 
industry, we've got people in upper management who 
never go to the arcade, who don't play the games on 
the street, who haven't the slightest feel for what 
makes a good game, and these are the people who are 
dictating what goes out the door. 

Management is so far removed from the action 
on the street that they truly don’t know what a good 
game is. And, as a result, they've all bought a lot of 
false prophets. When things were going well and they 
were making a lot of money, they believed a lot of 
people who came in and said, “Have I got a game for 
you!” If these management people knew anything 
about game concepts, they would’ve known these 
game concepts weren't worth pursuing. But there's 
no way for them to know unless they're out on the 
street. 

Until the management of these game com- 
panies is undertaken by people like myself who play 
on the street, this problem will continue. What you 
have, basically, is money and management people at 
one end and the creative people at the other. And, 
since the money/management people can't tell what 
game concepts are good and which are not, it’s always 
pot-luck with them. e 


Next time: How the decline in games created a 
timidity among manufacturers to risk on new game 
ideas, plus the lack of name recognition for today’s 
designers. 
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THE ORIGINAL ; 
TAKES A GIANT 
STEP FORWARD 


Dontt be fooled by imita- 
tions. Only STATUS has the 13” high resolution New long lasting 
original TRIV-QUIZ™ I, II, color monitor metal cabinet 


and III. Now better then 


ever for more fun, more Power out 
5 


on and off 
”” switch in back 


Easy service 
from front 


Easy —? 
conversion —_ Excessively large 
ability locked cash box 
Easy to service Directional 
slide out electronics turn table 


= | * Longer lasting in 
location 


* Also available in tradi- 
tional upright cabinet 


* The most advanced 
computer game system 


Conversion Kits available 
for any style video game 
including cocktail tables. 


* Thousands of * Advertising feature 
questions in numerous 


categories 


* Conversion Kit up- 
dates available 


* One or two players 


*% Reveal or conceal oe a ii 
correct answer to players © COPYRIGHT 1984. 


17A Culbro Park, West Hartford, CT 06110. Telephone: (203) 278-1397 
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